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Rough Proofs 


It was big of Thomas and 
Reuther to get the General Motors 
strike out of the way before in- 
viting all and sundry to witness 
their own private fracas. 


FF 


The CIO and UAW must be 
feeling preity prosperous, other- 
wise they would not have over- 
looked the obvious opportunity to 
charge admission to the Reuther- 
Thomas battle of the century. 


Oe OF 


With a double-deck coach now 
creating a furor in the trailer 
field, social distinctions may soon 
be drawn by people owning the 
equivalent of a duplex apartment. 


7" VV F 


If the new Dymaxion home, 
which is a circular affair suspended 
from a stainless steel mast, hecomes 
popular, you can look for the re- 
vival of that touching little bal- 
lad, “She Was Only a Bird in a 
Guilded Cage.” 


, ¥ F¥ 


Gladys the beautiful reception- 
ist says she sees the magazines all 
say the best readers of fiction are 
young married women and she 
- wonders if the stories they hear 


from their husbands have any-| 


thing to do with it. 


- © F 


Harry E. Fry has the startling 
idea that if an advertising man- 
- is treated like an office boy, 
vay be more of an office boy 
‘ advertising manager. 
4 ‘4 . ¥. 
.¢ got an allergy,” says 
-c Illustrated, and if you 
want the official odds the allergists 
in the medical field will give you 
net worse than 3 to 1. 
7, + F 


Joe Kennedy is promoting the 
Merchandise Mart in Chicago in 
a contest in which the prizes are 
flights to world capitals. Now if 
certain politicians you know could 
only be persuaded to enter the 
competition— 

a UF 


Good Housekeeping reports that 
95.1% of women use face soap. 
There’s evidently a small but de- 
termined minority who are going 
to fight it out on the other line 
to the last sheet of Kleenex. 


~« = @ 


“The man we seek now has a 
job,” says an appliance manufac- 
turer in a tone of finality. 

That’s no way to create good 
feeling among your competition. 

Y, ¥ F 


A lot of bored copywriters have 
taken on new life since they’ve 
been in Allen’s Alley and heard 
Senator Claghorn’s roaring re- 
‘rain, “That’s a joke, son!” 

+, = 


Detroit is going to celebrate 50 
years of automobile progress next 
June. Wonder if they will remem- 
ber to send the inventor of Presto- 
lite an engraved invitation. 

+. =. = 


“Welcome Wagon to Greet 
Babies with Brand Goods.” 

You can’t start training a baby 
to prefer good solid trademarked 
products a minute too soon. 


Copy Cus. 


fe 


Vimms being 
discontinued April 1 


made 
reimbursed at vour price, 
PEPSODENT DIVISION OF LEVER BROTHERS COMPANY 


VITAMIN SCENE SHIFTED—A month made a lot of difference in Pepsodent 


Division's trade copy which, in March, proclaimed “Vimms weather," and in 


April, calls the 


whole thing off. 


Census Gets Nod 


from House Unit; 
New Bill Ready 


5-Year Full Census 
and Interim Reports 
Win Approval 


Washington, March 28.—The 
long debated five-year census of 
distribution 
came a step closer to reality today 
as the House census committee 
prepared to report a bill by Rep. 
A. Lenard Allen (D-La.) author- 
izing “synchronization of the 
census program, and addition of 
interim current and annual studies 
on a sample basis.” 

While the committee will report 
out a revised version of the census 
bill that has been under study 
since December, the committee 
measure is identical with the orig- 
inal bill except for a provision re- 
ducing the penalty for failure to 
cooperate in the sample surveys. 


Census Given Authority 


Congressional resentment over 
the overlapping in government 
statistical work is expressed in the 
new Census Bureau “charter” by 
a provision written by Rep. Allen 
stating that Census “shall be rec- 
ognized as the central agency for 
the collection and compilation of 
general purpose statistics.” 

As this new basic authority 
emerges from committee, the 
Census Bureau would have the 
power to make a full census of 
manufactures, mineral industries, 
and business and distribution, in- 
cluding the distributive and serv- 

(Continued on Page 76) 
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and manufactures 


Heinz Copy Asks 
Help for Starving 
People of Europe 


Detroit, March 28.—In an un- 
usually unselfish approach to a 
major world problem, H. J. Heinz 
Company this week purchased 
space averaging 1,150 lines in 71 
newspapers throughout the coun- 
try to state the case for feeding 
Europe. 
| Far from being the usual type 
of public relations ad placed to 
secure recognition for the com- 
pany, the Heinz insertion, placed 
through Maxon, Inc., makes no 
mention of Heinz or Heinz prod- 
ucts, beyond the fact that the 
message is signed in facsimile by 
H. J. Heinz II, who is identified 
in six-point type as president of 
H. J. Heinz Company. 

The copy was headed, “Why 
must we help feed Europe?” and 
was devoted entirely to a discus- 
sion of this subject, along with 

(Continued on Page 76) 


Withdraw V imms; ‘Ethicals’ 


Tighten Grip 


Advertised Brands 
Take a Shellacking 
in Epic Struggle 


New York, March 27.—The 
drama in which commercial manu- 
facturers have played for a lead 
in the huge vitamin market 
moved toward its close this week 
as Lever Bros. announced with- 
drawal of Vimms from the mar- 
ket. 

Lever’s departure leaves little 
room for an O. Henry ending to 
the drama, which has seen the 
“proprietaries” bid for a strong 
part in the vitamin field through 


|advertising and promotion, only to 
j|have the so-called “ethical” drug 
|/houses garner almost all the profits 
‘and business. 


That one or more additional ad- 


'vertised brands would fall by the 


way has been expected since 
Standard Brands discontinued sell- 
ing Stams and Stan-B vitamins 17 
months ago (AA, Nov. 27, ’44). 
Standard Brands, which had been 
one of the most aggressive factors 
in this field, announced then that 
“it is not possible to develop suffi- 
cient volume .. . to warrant ex- 
tensive advertising on a profitable 
basis.” Lambert Pharmacal Com- 
pany discontinued Beams vitamins 
several months ago. 

The exit by Lever was an- 
nounced by Henry F. Woulfe, vice- 
president and general manager of 
the Pepsodent division, which has 
handled Vimms distribution 
through its own sales staff. 


Takes Stock Back 


In a letter to all drug stores in 
the country and in business paper 
advertisements, dealers are re- 

(Continued on Page 20) 
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Last Minute News Flashes | 


Big Campaign Started for Olympic Radio 


New York, March 29.—Olympic Radio and Television division of 
Hamilton Radio Corporation will start a campaign for Olympic radios 
in April with color pages in national magazines. Wives of leading 
radio performers will give their opinions of the radio’s reproduction 
of their husbands’ voices, with Mary Livingstone, wife of Jack Benny, 


featured in the first ad in The Saturday Evening Post April 20, and 


| May Good Housekeeping. Agency is La Roche & Ellis. 
Distillers Campaign Planned; Merger Approved 


| New York, March 29.—The Conference of Alcoholic Beverage In- 
_dustries is considering an institutional campaign for the Distilled 
| Spirits Institute, explaining the reason for the impending liquor 


| shortage and its relation to the grain and food shortage. 


If the drive 


| is approved, DSI will spend about $125,000 for each insertion in busi- 


| ness papers and about 200 dailies through Walter M. Swertfager Com- 
pany. Negotiations for the merger of CABI with Allied Liquor In- 
|dustries (AA, Feb. 4) have resulted in an agreement between ne- 
gotiators which will be submitted to the membership of both organ- 
izations for approval April 9 and April 15. 


Coulter, Dorrance, O’Brien Quit CBS 

New York, March 29.—Douglas Coulter, vice-president and director 
by ° s| of commercial program development for CBS, is resigning. His future 
See ‘Getting Personal, | plans have not been revealed, nor has a successor been named as yet. 
Page 22. Other features: | Also resigning from CBS are Dick Dorrance, director of promotion 
/service for CBS-owned stations and radio sales division, and Harry 
| O’Brien, art director, who reportedly will open their own organization. 
| 


Brewers Association Continues PR Efforts 


New York, March 29.—Despite current beer restrictions, United 
States Brewers Foundation plans no change as yet in its consistent 
$1,000,000-a-year campaign through J. Walter Thompson Company. 


Campaigns in weekly newspapers and medical journals will be con- 


tinued, but magazine copy will be placed on a month-to-month basis. 
(Additional News Flashes on Page 2) 


on Vitamins 


Saunders Ready 
Again with His 


Keedoozle Stores 


Piggly Wiggly 
Originator Rules 
Out Wholesalers 


Memphis, March 26.—Clarence 
Saunders, who organized the 
Piggly Wiggly stores in the ’20s, 
will attempt another comeback 
this year with an improved version 
of the Keedoozle automatic gro- 
cery store he experimented with 
here before the war. 

The first new Keedoozle, a dem- 
onstration unit and not full-size, 
will open for private showing in 
Chicago in April, probably in the 
Loop there. Automatic Electric 
Company, Chicago, which is mak- 
ing the revamped Keedoozles, will 
be turning out full size units by 
May, with the first of these to be 
set up in Chicago about June 1. 


Buy with Keys 


All merchandise in the new 
Keedoozles, as in the Keedoozle 
operated here in 1939 and 1940, 
is displayed behind glass. The cus- 
tomer buys with a special key, 
which has a roll of paper tape in 
it on which name and price are 
automatically printed when the 
key is inserted in a “contact hole” 
under each food displayed. 

After a customer finishes her 
shopping, the key is turned in to 
a clerk, the tape is removed and 
inserted in a “translator” machine 
and articles purchased are auto- 
matically chuted to the sales 
counter at the rate of five articles 
a second. The last store here had 
a Rose Room for powdering the 
nose “and every other conve- 
nience.” 

Mr. Saunders has revealed that 
the Keedoozle at first will confine 
its operations to food products, but 
will later handle five-and-ten 


New Mission for 
Sears Catalog 


Washington, March 27.—Lt. Gen. 
Walter Bedell Smith, our new am- 
bassador to Russia, thinks a gen- 
erous dose of American advertising 
material could help arouse Soviet 
interest in the United States, ac- 
cording to Washington Post col- 
umnist Jerry Klutz. 

Commenting on the adless State 
Department Russian language 
magazine Amerika, Gen. Smith re- 
portedly suggested: “The wisest 
thing we could do would be to 
send a squadron of B-29s over 
Russia and drop Sears, Roebuck 
catalogs to the Russian people. 
Russians are intrigued and fasci- 
nated by pictures of U. S. prod- 
ucts.” 

Thus the catalog leaps from the 
vaudeville joke stage to a major 
role in international relations. 
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store items, drugs, hardware, au- 
tomotive accessories and other 
commodities. The grocery stores 
will be set up either ag single units 
capable of handling $25,000 in 
sales per 10-hour day, or double 
units with a $50,000-a-day sales 
capacity. 

“A Keedoozle customer is not 
a draft horse,’ according to Mr. 
Saunders. “She goes about the 
store like a lady and she feels like 
one, for all about her is a colorful 
display of food products with 
glistening freshness, behind glass.” 

Ease in shopping is only one of 
the claims made for the Keedoozle, 
In a brochure prepared for pros- 
pective franchise operators, it is 
asserted that Keedoozle policy pro- 
vides for selling “at prices to the 
consumer which will be at the 
level of prices charged the retailer 
by the wholesaler. . . Automatic 
merchandising with its labor sav- 
ing devices and its freedom from 
waste and stealage is not justified 
on any basis other than to pass the 
savings in operation direct to the 
consumer in lower prices.” 
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All purchases must be made di- 
rect from producer, none from 
jobbers. The brochure emphasizes 
that the operators must be amply 
provided with enough funds to buy 
direct from producers. Plans con- 
template payroll costs of only 
144% of sales, at hourly wage rates 
averaging $1. Thirty-three em- 
ployes will be needed in a single- 
unit, $2,500-an-hour store. 

Mr. Saunders intends to set rigid 
requirements to be met by oper- 
ators in building and operating 
the stores. Fees for franchises will 
vary. In addition, a monthly li- 
cense fee of one half of 1% on 
gross sales will be assessed. Kee- 
doozle Automatic Company, of 
which Mr. Saunders is president, 
will operate the stores in the 
Memphis area, and will maintain 
model stores and warehouses. 


Electric Firm Moves 

National Electric Products Cor- 
poration has moved its general 
offices to the 13th floor. of the 
Chamber of Commerce building, 
Pittsburgh. 


Last Minute News Flashes 


Readers Approve Price Control by Narrow Margin 

Washington, March 29.—Eldridge Haynes, publisher of Modern In- 
dustry, reported here that a poll of readers of the magazine reveals 
53.8% in favor of continuance of price controls, as against 42.6% 
who favor their discontinuance June 30, 1946. The vote was based 
on a “debate in print” between OPA deputy administrator Geoffrey 
Baker and Dr. Lewis Haney, graduate school of business, New York 
University. 


Newspaper Linage Takes Record Jump 

New York, March 29.—Advertising linage in newspapers of 52 major 
cities in February was 26.5% higher than in February, 1945, Media 
Records reported today. This is the greatest monthly gain in the 18 
year span of the Media Records chart. Financial linage gained 52%, 
classified 30.5%, automotive 30.2%, retail 25.8% and general or na- 
tional 20.9%. Total linage in these cities in the first two months was 
22.3% ahead of parallel period of 1945, with general up 15.7% in this 


period. 


Vestpok, New Shaver, Gets Heavy Promotion 

Boston, March 29.— Ward Machine Company, through H. B. 
Humphrey Company, its newly appointed agency, will introduce next 
month Vestpok, a new dry shaver which “fits in your vest pocket” 
with black-and-white ads in 13 national magazines. Retail newspaper 
copy is planned for dealers, including men’s shops, department stores 
and jewelers, as well as business paper space. The campaign will 
run through December. 
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Butter-Nut coffee was practically un- 
known in Kansas ten years ago. Today 
it enjoys about one fourth of all the 
rural coffee sales in the state.* 


The company’s ten-year plan was sim- 
ple. It packed good coffee. It sought 
quality dealers in small towns and 
promptly began telling rural housewives 
of the state about Butter-Nut’s quality. 


ter-Nut story. 


1945. 


DELICIOUS 


rte COFFEE . 


Kansas Farmer is proud to have been 
the farm paper selected to tell the But- 


*From Kansas coffee survey, December, 


KANSAS FARMER 


CAPPER PUBLICATIONS, INC. 
TOPEKA, 


121,000 Circulation 


N.Y. ‘Times’ is 
7th 1,000,000 
Sunday Seller 


New York, March 27.—More 
than 1,000,000 persons are buying 
a copy of the massive Sunday edi- 
tion of the New York Times, ac- 
cording to an announcement from 
that paper this week, making the 
Times the seventh U. S. Sunday 
paper to pass the million mark in 
circulation. 

According to the latest Audit 
Bureau of Circulations figures, the 
Times had a Sunday circulation of 
850,000 as of Sept. 30, 1945. Its 
weekday sale is up to about 575,- 
000. 

The other Sunday editions with 
circulations in the millions are the 
New York News, 4,660,000; New 
York Mirror, 1,782,000; Chicago 
Tribune, 1,378,000; New York 
Journal-American, 1,113,000; Phil- 
adelphia Inquirer, 1,105,000; and 
the Chicago Herald-American, 1,- 
007,000. 

Three of these papers are Hearst 
newspapers, two are Patterson- 
McCormick papers, and one is an 
Annenberg property. 


Cole-Hersee Appoints 

Cole-Hersee Company, Boston, 
has appointed Franklin Advertis- 
ing Agency, Boston. 


Ss, 


Advertising Age, April 1, 1946 


Storecasts to Test 
in Hartford June 1; 
Joseloff New Head 


New York, March 28.—Stanley 
Joseloff, who resigned as radio di- 
rector of the Biow Company to 
head Storecast Corporation of 
America, announced this week 
that the wired music and com- 
mercial system for supermarkets 
would be tested in 15 First Na- 
tional stores in Hartford, Conn., 
beginning June 1. 

Storecast was formerly headed 
by William Raffel, a Waterbury 
attorney, and advised by Hubbell 
Robinson Jr., radio director of 
Foote, Cone & Belding. Tests were 
originally scheduled for January 
(AA, Jan. 14), but postponed be- 
cause Mr. Raffel was unable to 
devote full time to the project. 

According to present plans, the 
number of advertisers will be lim- 
ited to 25, one in each field. Rate 
for the tests will be $2.50 a store 
per week for 32 30-second spot an- 
nouncements. After the tests, the 
rate may be reduced, Mr. Joseloff 
said. 

If the tests prove successful, the 
operation will be expanded “pretty 
quickly” to other markets on a 
national basis. Advertisers using 
the test period will be given an 
option on time in the national 
system, Mr. Joseloff stated. The 
system will use the telephone lines 
of Muzak, World Broadcasting, or 
similar organizations. 


Campbell Stars Trout 
on CBS News Show 


When Campbell Soup Company, 
Camden, N. J., starts its new CBS 
series April 1, the Monday 
through Friday program will be 
called “Robert Trout with the 
News Till Now,” instead of 
“World Today,” which heretofore 
has filled the 6:45-7 p.m. spot 
(AA, Feb. 4). 

Special material will be fed to 
Mr. Trout by various wire serv- 
ices, CBS’ own correspondents in 
17 world news centers, and a stafg 
of reporters, with the aid of aq 
cial research staff. Ward Wheg 
Company, Philadelphia, is 
bell’s agency forghe 


Oxens Own Agel 


J. Y. Leveque, formerly Wa 
N. W. Ayer & Son, New York, ha 
opened his own advertising and 
public relations office, J. Y. 
Leveque & Co., at 548 S. Spring 


St., Los Angeles 13. 


KANSAS 


advertising... 


In 1945 The Chicago Sun held the Number Two Spot in Total Advertis- 
ing Linage among the five Chicago newspapers, with 11,991,198 lines. 
The Sun jumped from fourth place in its first two years of publication 

. to third in its third year... 
consistently the Number Two Medium in America’s Second Market—in 
Local Display, Department Stores, Amusements, Financial, and 
Classified. What’s more, The Sun has increased its share of the five-paper 
total every year it’s been in business. 


THE CHICAGO SUN 
400 West Madison St., Chicago 6, Ill. 
National Representatives: THE BRANHAM COMPANY 


CHICAGO: 360 North Michigan Avenue» NEW YORK: 230 Park Avenue 
Atlanta. Charlotte» Dallas « Detroit «Kansas City« Los Angeles « Memphis « St. Louis «San Francisco 


to second in 1945! ... and was 


Source: Media Records 


e 250 Park Ave., New York 17, N. Y. 
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—ABOUT THIS 


FOR 25 YEARS THE WAGE EARNERS’ 


. 150 7op Ad Meu asked for 


wae ) work ho 
: Ideas (influences) ont 
) like, rarely unlike. Bankers, big-shots chiefly influenc 
ers, big-shots—wege earners chiefly 


(b) Contrary- to common belief — 
own economic and occupationa 
° : ta 
inion leaders. Farmers are mos 
we paige’ farmers. So, too, with wage ners, 


pt to get their ideas 


influence wage earners, 


‘ideas do NOT regularly — 


: te in their 
. Ideas (influences) operate in © 
percolate downward eens nae 


More! 


BRAND NEW IDEA ON HOW TO INFLUENCE PEOPLE 


rizontally. Like infuences 
e fellow bank- 


. etc. 


(opinions) 


preachers, tycoons 


ot 


BUT MOST IMPORTANT-there new forts (i eg mony 


i each these people 
advertisers can reac 7 | 
__these opinion leaders—reach them through 


above all others. — 


During the past year and a half, handfuls of ad men 
heard TRUE sTORY tell of revolutionary new facts on how 
ideas get across to people. These findings, developed by 
Columbia University’s Bureau of Applied Social Re- 
search, were first about politics. And 750 top ad men 
asked if equally useful facts could be gathered about 


food, fashion, movies and markets. 


eee AN ANNOUNCEMENT! 


Under a major social research grant by TRUE STORY, 
Columbia University’s Bureau of Applied Social 
Research has for 18 months been digging deep and big 
into the whole field of how people get ideas and how you 
can influence them. Dr. Paul F. Lazarsfeld and Dr. C. 
Wright Mills have asked two million questions, piled up 
a fund of information on some 10,000 punch cards. 
Right now Hollerith machines are grinding out the first 


grist of facts. 


The new data included facts on how ideas are made 
and communicated on consumer product ideas, fashion 
and looks, motion picture likes and dislikes, even ideas 


about politics. 


one kind 


FAVORITE MAGAZINE 


of medium . 


WHEN WILL THE FINDINGS BE READY? 


Some time this spring! And it’s not too early NOW to register 
with your nearest TRUE STORY office to be among the first 
to see the distilled and usable report. Advertising offices in 


New York, Chicago, Boston, and San Francisco. 


RUE & TORY 
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Riggio Tobacco Appoints 
Ridgway, Ferry & Yocum 

Riggio Tobacco Corporation, 
Brooklyn, maker of Regent king- 
size cigarets, and several tobaccos, 
is leaving the M. H. Hackett Com- 
pany, New York, and has ap- 
pointed Ridgway, Ferry & Yocum 
to handle advertising. 

The new agency, formed early 
in March to start operations April 
1 at 595 Madison Ave., New York, 
will release full details on its or- 
ganization the second week in 
April. Principals are Thayer Ridg- 


_ | Mitchell; 


way, formerly with Lennen & 
Trell Yocum, from 
|Compton Advertising, ana Robert 
| Ferry, recently with the OWI (AA, 
March 11). The agency also will 
handle Bacardi Imports, Inc., New 
York. 


Appoints McCrimmon 

D. McCrimmon, formerly assist- 
ant to the general manager of de 
Havilland Aircraft Company of 
Canada, has been appointed senior 
account executive of Spitzer & 
Mills, with headquarters in To- 


ronto. 


CBS Names Saxe 


Edward L. Saxe, recently in the 
Army as a major in the counter 
intelligence corps, and previously 
with the Department of Justice, 
has been named assistant to the 
treasurer of CBS. Frank K. White 
is the network’s vice-president and 
treasurer. 


Mass Resigns as A.M. 


Sydney J. Mass has announced 
his resignation as advertising man- 
-ager of Continental Distilling Cor- 
| poration, Philadelphia. 


pS aorta) 
Nd ngs, Sata 


Peacock Named A. M. 


Ira T. Peacock, formerly: divi- 
sional manager at Montreal, has 
been appointed advertising man- 
ager of Canadian Oil Companies, 
Montreal. He is succeeded as di- 
visional manager by W. E. Way- 
land. 


Adds Two to Art Statf 


Robert W. Hegeman, formerly 
with Western Advertising Agency, 
Chicago, and Walter O. Victorine 
have joined the art staff of Ad- 


vertisers Art Council, Chicago. 


For 90 years the Railway Age has covered 
railway developments. In 1856 this country 


~ had only about 9,000 miles of railroad. 
Today, the Railway Age serves an indus- 
try of over 230,000 miles of railroad — 
line, more than 42,000 locomotives, nearly 


passenger-train niles TO TAR a Raia at 


HESE are the men who formulate railway 
policies and are responsible for efficient and 
safe railway operation. They approve buying 
authorizations and appropriations and in many 
instances initiate buying programs. It’s impor- 
tant that they have a good understanding of 


your products. 


Top-ranking railway officers rely upon Railway 
Age. It is their specialized business paper. They 
depend upon it for authoritative railway infor- 
mation. Not only on every important railway 
in North America, but on many foreign rail- 
roads, the Railway Age is the accepted medium 
for keeping informed on major trends and de- 
velopments. 


The Railway Age covers railway activities from 
the viewpoint of efficient and economical railroad 
management and operation. It features new 


vay NEP 


— agente 
Pailw Railway SO 


Top Railway Executives 
Look to the Railway Age 
for News and Information 
Vital to Management 


developments, purchases and stores activities and 
the weekly news of the industry. 


The Railway Age is the business paper for plac- 
ing your sales message effectively before the top 
railway executives, financial, operating, traffic 


and purchasing officers and department heads. 
It’s a part of a well-rounded, highly specialized 


publishing service rendered by the four Sim- 
mons-Boardman railway publications . . . each 
of which enables you to select and reach without 
waste a particular group of key railway men. 
How these publications can help your selling 
will be gladly discussed by one of our repre- 


sentatives. 


Simmons-Boardman Publishing Corporation 
30 Church Street, New York 7, N. Y. 


105 West Adams St., Chicago 3 
Washington 4, D. C. 
530 W. 6th St., Los Angeles 14 


Terminal Tower, Cleveland 13 
300 Montgomery St., San Francisco 4 
1038 Henry Bldg., Seattle 1 


4518 Roland Ave., Dallas 4, Texas 


Advertising Age, April 1, 1946 


Four A's Tells 
Plans for Annual 
Meeting in April 


New York, March 27.—The 
American Association of Adver- 
tising Agencies has’ completed 
plans for its 28th annual meeting, 
to be held April 10 and 11 at the 
Waldorf-Astoria here. 

Speakers at each of four mem- 
bers-only business sessions will 
include: 

Education session: Sigurd S. 
Larmon, Young & Rubicam, on 
veterans reemployment; Fletcher 
Riehards, Campbell-Ewald Com- 
pany, and Adolph Fensholt, Fens- 
holt Company, on local employ- 
ment plans; James H. S. Ellis, 
Arthur Kudner, Inc., and Dana H. 
Jones, Dana Jones Company, on 
plans to attract high-caliber youth 
to advertising. 

Fact finding or research: A. H. 
Lehman, managing director, and 
Prof. D. B. Lucas, technical ad- 
visor, Advertising Research Foun- 
dation; Victor H. Pelz, Traffic 
Audit Bureau; Hugh M. Feltis, 
Broadcast Measurement Bureau; 
Robert M. Gillham and Abbott 
Spencer, J. Walter Thompson 
Company, and Thomas d’Arcy 
Brophy, Kenyon & Eckhardt. The 
talks will concern new media and 
research activities in various fields. 


Young to Discuss Council 


Improvement of advertising con- 
tent and ethics: Allen L. Billings- 
ley, Fuller & Smith & Ross; Joseph 
Moran, Young & Rubicam; Gerald 
Carson, Benton & Bowles, and Don 
Belding, Foote, Cone & Belding. 

Better understanding of agencies 
and advertising: Elmo Roper, 
opinion research expert, and Fair- 
fax M. Cone, Foote, Cone & Beld- 
ing, on influence of advertising 
among business men; H. H. Haupt, 
Batten, Barton, Durstine & Os- 
born, on relations with clients’ em- 
ployes; Harry Bannister, Station 
WWJ, on broadcasters’ attitudes 
toward agencies, and Mr. Billings- 
ley, on study of media relations. 

The final session will include 
talks by William Reydel, Newell- 
Emmett Company, on consumer 
relations, and by James W. Young 
of J. Walter Thompson Company 
and the Advertising Council, on 
progress and plans of the council. 


5 Lines Per Column 


| Added by ‘Times-Star’ 


The Cincinnati Times-Star, re- 
ported March 11 to have added 15 
lines per column, has actually 
added five lines per column, for 
a total of 40 per page. 

The paper’s columns have been 
running 312 to 313 lines for some 
months, according to Karl T. Finn, 
advertising director, but until 
March 1 only 310 lines was charged 
for. The full column now is 315 
lines, and a full page is 2,520 lines. 


Features Clipper Trip 


A series of advertisements fea- 
turing the new ten hour Clipper 
service between the islands and 
the mainland will soon be launched 
in Hawaii by the Pacific-Alaska 
division of Pan American World 
Airways. A similar campaign is 
now running in local media in 
Alaska. The San Francisco office 
of J. Walter Thompson Company 
handles the account. 


READERSHIP 


All articies in Agricultural Leaders’ Digest 
are contributed and signed by men and 
women leaders in Agriculture and Home 
Economics. Thru such exchange of experi- 
ences these field leaders can better serve 
and advise 60,000,000 farm people on 
newest methods and equipment for improve- 
ment of farms and farm homes. To sell your 
products to farm people it’s more economical 
to first sell the farm leaders on the advan- 
tages of your product. 


AGRICULTURAL 
Ne LEADERS’ DIGEST “~ 


139 N. Clark St., Chicago 2 
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Painted for McCall’s by Jobn Koch 


SHE makes a home 


Even in so fundamental a thing as the 
family dwelling, how different are the 
interests of man and woman! 

Whether he plans or builds or buys, a 
man sees essentially the things that make 
for durability and sound investment. He 
concerns himself with specifications and 
construction methods and materials. 

A woman sees the livable features that 
will make the house a pleasant home. She 
thinks of guest closets, and kitchen con- 


veniences, and room arrangements that 


will show off her favorite pieces of furni- 
ture to best advantage. 

Her interests center around the things 
that make for a warm, friendly place to 
spend the years. How natural, then, for 
her to turn for inspiration and guidance 
to a magazine which caters to these essen- 
tially feminine interests. 

Through continuous research in the 
homes of readers, McCall’s editors keep 
in sensitive touch with the problems and 


the thinking of women. They know 


women’s interests — and how to serve 
them. That is why McCall’s occupies so 
intimate a place in the lives of women in 
more than 3,500,000 homes. That is why 
McCall’s is such a potent medium for tell- 


ing women about new products, new ideas. 


M (Mls 


THREE MAGAZINES IN ONE 
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7 Added by PIB 
to “45 Leading 


Advertisers List 


New York, March 28.—Publish- 
ers’ Information Bureau this week 
announced corrections of a few of 
its figures on 1945 expenditures by 
advertisers in maagazines, radio 
and farm papers, published in a 
separate section of ADVERTISING 
AGE March 25. 

The corrected figures change 
Armour & Co.’s rank among lead- 
ing magazine advertisers from 101 
to 100, with addition of its Luxor 
advertising bringing Armour’s ex- 
penditure up from $570,661 to 
$582,616. PIB added five more 
companies to the magazine list. 


These, with their 1945 and 1944 
expenditures, are: Helena Ruben- 
stein, $272,720 and $189,894; Royal 
Lace Paper Works, $154,323 and 
$154,363; Royal Typewriter Com- 
pany, $111,784 and $111,632; Al 
Rosenfeld, Inc., $103,460 and $87,- 
060, and Landers, Frary & Clark, 
$102,933 and $96,473. 

A. E. Staley Mfg. Company has 
been added to the farm publication 
list, with ’45 expenditure in this 
medium of $109,729, against $22,- 
500 in 44. Fairbanks, Morse & Co. 
spent $115,691, rather than $115,- 
307, and Dr. Salsbury’s Labora- 
tories spent $124,370, rather than 
$123,370, in farm publications. 

United Drug Company has been 
added to the radio list, with $613,- 
032 spent in 1945, giving it 82nd 
place on the list. 


Ketchum and F&S&R 


Share Alcoa Account 


Aluminum Company of America 
is continuing its war bond adver- 
tising in newspapers in plant 
cities, through Ketchum, MacLeod 
& Grove, Pittsburgh, not through 
Fuller & Smith & Ross as AA re- 
ported last week. F&S&R handles 
Alcoa’s magazine advertising; Ket- 
chum, MacLeod & Grove handles 
the company’s newspaper institu- 
tional account. 


Cooperatives Name Clark 


Lloid W. Clark, associated with 
the wholesale cooperative which 
serves 1,028 local cooperatives in 
Iowa and eight other states since 
last June, has been named public 
relations director in Iowa for 
Consumers Cooperative Associa- 
tion. 


Frozen Foods 
Called Boon for 
Department Stores 


Tressler, Burston 
Address Frozen 
Food Foundation 


Syracuse, N. Y., March 28.— 
Frozen foods were called “a ticket 
back to a field in which the de- 
partment stores were once impor- 
tant factors,” by William Burston, 
food executive of Allied Stores 
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Corporation, at the first annual 
meeting here of the Frozen Food 
Foundation. 

The foundation is a non-profit 
research organization formed to 
help improve freezing and pack- 
aging of frozen foods. Its mem- 
bers include 51 department stores 
in the U. S. and Canada, Aviation 
Corporation, New York, and Car- 
rier Corporation and Frozen Food 
Products, Inc., of Syracuse. 


May Reverse Trend 


“A great many department 
stores in past years dropped their 
staple grocery business because 
they couldn’t give an economic 
service at a profit,” Mr. Burston 
declared. “The frozen food field 
offers an opportunity to give a 
food service at a profit, and in a 
way peculiarly the department 
stores’ and within the normal 
framework of department store 
operation. 

“The frozen food business is a 
packaged business, and the de- 
partment store business is a pack- 
age business.” 

Dr. Donald K. Tressler, food 
technician and consultant to the 
foundation, discussing problems 
calling for laboratory work, 
pointed out that greater difficulties 
are encountered in freezing pre- 
cooked foods than are to be found 
in the freezing of other products. 
He observed that new precooked 
frozen foods now include soups, 
a few salads, many creamed dishes, 
fried potatoes, many vegetables, 
rolls, desserts, cake batters, etc. 


Difficulties May Develop 


“Thus far,” Dr. Tressler said, 
“there has been relatively little 
difficulty with the quality of pre- 
cooked foods on the market. This 
is largely because the business has 
been principally of the ‘hand to 
mouth’ type. Products have been 
frozen one week and sold at re- 
tail the next. As the precooked 
frozen food business grows, prod- 
ucts will be subjected to longer 
and longer storage periods. Then 
there will be many complaints 
about the quality of some of the 
products which have not stood up 
well during storage.” 

He predicted that a number of 
packaged frozen foods will be 
found inferior to high grade 
canned foods and will disappear 
from the market. The packer, he 
indicated, has the greatest re- 
sponsibility in the field because “if 
he does not select high grade raw 
material and then prepare, pack- 
age and freeze it properly, nothing 
that the warehouseman, the broker 
and the retailer can do will im- 
prove the poor product.” 


Raw Materials Important 


Dr. Tressler observed that too 
many frozen food packers empha- 
size the fact that their products 
are quick frozen. “Quick freezing 
will not improve any product. 
Under ideal conditions it will only 
stop deterioration.” 

Guests at the meeting, including 
Clarence Birdseye, originator of 
modern frozen food processes, 
viewed the foundation’s presenta- 
tion, “Blueprints for Better Liv- 
ing.” The display showed physical 
equipment and sales technique 
used by the foundation and its 
subsidiary, Frozen Food Products, 
in a “Frostmaster” plan for dis- 
tributing frozen foods. 
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PLASTICS great direc- 
tory issues, complete 
and authoritative, are 
published annually—in- 
cluded with the regular 
April issue—at no extra 
cost to subscribers or 
advertisers. 


The\ initial report by the Audit Bureau 


of Circulation for the last half of 1945, shows... 


4,374 TOTAL CIRCULATION 


9 94T net Pain CIRCULATION 


CLASSIFICATION 


Advertising Novelties, Premiums, Office and 
School Supplies 

Air Conditioning, Cooking and Refrigerating 
Equipment, Plumbing b uipment 

Railroad, Automotive and Airtraft Industry, 
Marine Industry 

Electrical Goods 

Furniture and Musical Instruments, Floor 
Coverings 

Hardware, Tools and House Furnishings, Metal 
Products 

Jewelry and Silverware, Luggage and Leather 


8 
Machinery and Machine Parts; Heavy Steel 
Products 
Optical Goods and Scientific Instruments 
Builders’ Supplies and Equipment 
Toilet p Bae including Cosmetics; Food 
Products 
Apparel Accessories and Notions, Novelties 
Games, Toys, Sporting Goods, Pipes and 
Smokers’ Articles 
Plastic Manufacturing Machinery, Materials 
and Chemicals 
Paper Specialties; Printers 
rt tg Pine sn and Signs 
Other Manufacturers 
Architects, Engineers, Designers, Chemists, 
Inventors, Machinists, Interior Decorators, 
Researchers 
Department and Chain Stores: Stationers, Gift 
and Art Shops; Women’s Wear 
Advertising Agencies 
Libraries, Schools, Colleges and Publications 
Molders, Laminators and Fabricators 
Producers and Processors of Rubber, Oil, Steel, 
Metals, Glass, Coal, Paints and Chemicals 
oe Importers, Distributors, Jobbers, 


anufacturers’ Representatives and Salesmen 
Members of Armed Forces (not classified above) 
Miscellaneous 
Government Departments 
Travel and Transportation 
Engineering Companies 
Manufacturers of Pharmaceuticals, Surgical 


Support; Chemicals (Industrial) and 
Dental Supplies 


Unclassified 
Total 


Mail 


Sub- 
scriptions 


MANUFACTURERS (Including Employes) of: 


234 
126 


765 
521 


199 
940 


24 
211 
1,353 


148 


276 
15 
49 

189 


274 
124 


10,588 


THIS IS WHERE pésiics GOES EVERY MONTH: 


Per- 
centage 


2.21% 
1.19% 


7.22% 
4.92% 


1.88% 
8.88% 
1.99% 


6.29% 
1.24% 
4.03% 


3.94% 
6.39% 


2.57% 


5.01% 
3.82% 
1.36% 
1.07% 


6.69% 


0.38% 
0.23% 
1.99% 

12.78% 


1.40% 


3.19% 
0.57% 
2.61% 
0.14% 
0.46% 
1.79% 


2.59% 
1.17% 


100.00% 


The unpaid portion of PLASTICS circulation is allocated to the industry 
and selected end-user groups. 


Current net paid circulation is 11,774 
(as of March 18th, 1946.) 


NUIT 


July 9,154 October 10,094 
A cl RCULATION August 9,261 November 10,590 


oom EACH MONTH September 9,705 December 10,841 


plastics has been a phenomenal success because it has caught 
the spirit of a young and fast-moving industry. In eighteen 
months it has won complete acceptance in both the plastics 
industry and among users and potential users of plastics. This 
is conclusive evidence that it is meeting the needs of those for 
whom it is designed and written —the key men who plan, 


design, specify, and buy. 


plastics is a powerful merchandising force for the entire 
plastics industry. It is dynamic, interesting and informative. 
It is written in lay terms for executive use. It brings the 
sight, feel, and understanding of plastics materials and appli- 
cations to more than 10,000 top men in more than 42 
plastics-using industries each month. And it brings research, 
production, machinery, and materials information to more 


than 3000 readers in the plastics industry itself. 


This is essential coverage for any advertiser of materials, sup- 
plies, machinery, or services to the great plastics market. 
Compare plastics’ circulation breakdown with any other publi- 
cation in the field and then get in touch with your plastics 


representative. You'll be interested in the complete story. 


plastics 


A ZIFF-DAVIS & PUBLICATION 
185 N. Wabash Avenue, Chicago 1, Illinois 
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U.S. Net Organizes, 
Conceals Backers; 
6th Still Rumor 


New England Chain 
of ABC Stations to 
Act Independently 


OTIS SHIES OFF 

Cleveland, March 28.—0Otis & 
Co., investment house here, to- 
gether with Robert R. Young, “the 
bad boy of Wall Street,” had been 
considering backing William G. 
Henderson, former vice-president 
of Associated Broadcasting System 
(AA, March 25) in the formation 
of a new network with a $3,000,000 
capitalization. Other considera- 
tions, however, including company 
policy, the competitive situation in 
radio, and the difficulty of secur- 


ing personnel to operate the net- 
work, make the actual participa- 
tion of the company in a new net- 
work unlikely at this time. 

New York, March 28.—Rumors 
and reports of fifth and sixth na- 
tional radio networks, new re- 
gional networks, “big deals” and 
prominent but anonymous radio 
personalities moving about behind 
the scenes have kept radio execu- 
tives of stations and networks here 
busily speculating as to future 
alignments. 

Latest entries in the race are 
United States Network, Inc., in- 
corporated in Dover, Del., on 
March 18 as a corporation trust 
company capitalized at $1,000,000, 
and a New England regional net- 
work of ten American Broadcast- 
ing Company stations operating in- 
dependently of ABC. 

United States Network, through 
Bernard B. Smith, New York radio 
attorney, its counsel, announced 
last week that it planned to oper- 
ate a national network beginning 
July 1. Prominent advertising and 
radio people are reported involved 


as principals in USN, but the cor- 
poration at present is organized 
with “dummy” officers and will 
not release any information on its 
personnel. 


Everyone Has Lines 


Mr. Smith is an attorney who 
has represented the British-Amer- 
ican Chamber of Commerce and 
the British Broadcasting Corpo- 
ration, and was reported actively 
involved in the recent U. S. tour 
of Winston Churchill. His business 
and personal associations have 
heightened the speculation con- 
cerning the identity of the per- 
sonalities involved. 

He said last week that the net- 
work had arrangements for AT&T 
lines to provide a service of live 
sustaining and commercial pro- 
grams originating on both coasts 
and in Chicago. This has led to 
speculation as to the possibility 
of a tie-up between UNS and the 
Atlas Corporation, which was re- 
ported to have had an option on 
the limited number of long dis- 
tance telephone lines available 
(AA, March 25). Mr. Henderson’s 


group is also said to have an 
option on lines, and radio circles 
now state that there are, at pres- 
ent, more groups claiming lines 
than there are lines available. 

Meanwhile Associated Broad- 
casting System’s New York offices 
were closed this week, although 
Leonard A. Versluis, president of 
the network, is still trying to dis- 
pose of his stock interest. A 
spokesman for the Atlas Corpora- 
tion said that the matter of the 
$150,000 loan Atlas had made to 
Associated was now in the hands 
of the corporation’s attorneys, and 
that the note had been presented 
to Atlas’ bank for collection. 
Whether the loan would be called 
in at this time, placing ABS in 
bankruptcy, or whether Atlas 
would petition for a reorganiza- 
tion, or whether the note would 
be allowed to run for two years 
without interest, was not deter- 
mined. 


10 NEW ENGLAND OUTLETS 

UNITE IN REGIONAL NET 
New York, March 28.—A new 

regional network of stations in 


The school that goes to the student 


a are the deck aft, a Kansas corn patch, the 
corner service station. 


The teacher comes by mail, instructing across oceans or 
streets, with some 1900 separate text units. 


Subjects are hundred-wide, from threading elbow joints 
to hospital administration. 


Advertising helps build the classroom that is the 
International Correspondence Schools. One out of every 
four coupons returned results in an enrolment. 


We have been associated with |.C.S. since 1896. 


N. W. AYER & SON, Inc. Philadelphia * NewYork * Chicago * Detroit 


San Francisco * 


Hollywood * Boston * 


Honolulu * 


London 


Advertising Age, April 1, 1946 


New England will start operations 
May 15, ten outlets having already 
signed up with three more likely 
to join in the next several days. 

All are affiliates of American 
Broadcasting Company, but that 
network is not instigating the new 
tie-up nor has it any hand in the 
operations to date, according to 
Craig Lawrence, vice-president of 
Cowles Broadcasting Company, 
and chairman of the executive 
committee in charge of the new 
network. 

First program planned for the 
network, which has no official 
name as yet, but may be called 
the New England Group, will fea- 
ture Fletcher Wiley’s shows, sold 
to advertisers on an announce- 
ment participation basis. One will 
be “Sunrise Salute,’ heard six 
times weekly 6-7. a.m., and the 
other will be the “Housewives 
Protective League,’ Monday 
through Friday, 1:30-2 p.m., EST 
(AA, March 18). Each sponsor 
buys six spot announcements 
weekly for his product, which 1s 
then promoted on either the morn- 
ing or afternoon program. 


Stations Lined Up 


Working with Mr. Lawrence, 
who has direct supervision for 
Cowles of WHOM, New York, and 
WCOP, Boston, are Mildred Stan- 
ton of WORC, Worcester, and 
Glover De Laney of WTHT, Hart- 
ford. A sales representative firm 
will be appointed shortly, Mr. 
Lawrence told AA. 

Stations which have joined the 
new regional web are WCOP, 
WORC, WTHT, and WSPB, 
Springfield, WLAW, Lawrence, 
WNBH, New Bedford, WMUR, 
Manchester, WFCI, Providence, 
WELI, New Haven, and WSTC, 
Stanford. 

The three ABC New England 
outlets invited to join the group 
are WPOR, Portland, WATR, 
Waterbury, and WNAB, Bridge- 
port. 


‘Tough’ Petrillo 
Bill Wins Approval 


Congressional conferees last 
week accepted the House version 
of a bill designed to outlaw re- 
strictive practices in the broadcast 
music field, in place of the much 
milder Senate version. 

The bill is aimed at ending 
forced hiring of stand-by musi- 
cians, payment of union royalties 
for broadcasting recorded music, 
etc. It now goes back to both 
chambers for final approval. 


Hanson Joins ‘NY Sun’ 


Kent Hanson, formerly adver- 
tising director of the Pittsburgh 
Post-Gazette and more recently 
with the advertising firm of La- 
Brum & Hanson, Philadelphia, has 
been appointed local advertising 
manager of the New York Sun. 
He succeeds Einar O. Petersen, 
who has resigned. Before his 
Pittsburgh post, Mr. Hanson was 
with Paul Block & AssoCiates, 
New York. 


S @ Set entirely with FOTOTYPE, this 
ad is just a sample of what can be 
done with this amazing new type- 
setting device-and it cuts costs, too, 
eliminating display type and hard 
lettering charges. Quick, simple, eco- 
nomical .. . any office girl can be your 
compositor. 

Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available. 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 
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Photograph Courtesy of American Airlines 


“Well, sir, when you look ahead, you can see a bright future for our state. 
ntly She's been good to us, and it's in the soil, I'll tell you. When you got g 
hae land your future is bound to be good." 


son, Yes, a mighty shrewd observation, the future DOES look bright for Okla- 
| homa. The state's annual income from livestock and crops alone runs 
' close to the half-billion dollar mark. And that's only a part of the bigger 
and better story. Here in the Magic Empire is a progressive group of 
people who are interested in better equipment and better merchandise 
=) | < ... they're ready to buy YOUR product when you TELL and SELL them 
on its merits through the Newspapers THEY READ! 


OIL CAPITAL NEWSPAPERS 


TULSA WORLD TULSA TRIBUNE 


E, this MORNING @ EVENING @ SUNDAY @ REPRESENTED NATIONALLY BY @ THE BRANHAM CO. 
an be 

type- 

ts, too, 

| hard : 

le, eco- ° 

ye your 


laining 
10OWing 
ilable. 

PANY 
ago 6 


‘imps FER Nae” yea PRS Oheiae 8 pig pens 
yi ere LON eee nt TN Tae PRE Wat Re igh ee ia Ae oe ie LS Retest ae at Aa ae fare, - ie ON 
Tenet eee wi: a ia = : Bost isi a a i i ante ve Me ee o A icaes er age ey ess lca tetn es Piles, ea eee. os ee ea ae y: pint * 
bE kon ete Bi eh Bag et oa ee die sl Lai Sadi Paeaibite Sciam cf © soled g sea Cie Rat eae ah. > 4? Ceae i mae : alee 
Sie od ae : gatas) as BIN! Liat RA get NLA OG tees USES. eRe DE a ee ah RE ee io ene baie Sa a ie Min. r Beaters a ie 
So Tae ie ee . : : ius, oe eee Pot aay Real ey lace. Pied Pacts ey) ts Maa ee eh ee eee es pas Gi ei Bee estay se Poa an alice dale cipal eC a Nall Se a, 
‘ by am ‘ ; : 3 cee, ; : RE SPOT SP ce SP ae pig i Np ee . ee aig a ery oe gale Fok age tee prac A gearing e guest Be ay ‘ 
7 ae s aie é ; , ba ce 2 wr : greta: ie he Ca Mars» ye aR Na TON Meas 
3 a ; : Bee ett meng eA ‘ A i he ferent a 
. ~ = : P we i X ge F oe - een 
| ee as) 
- | ae 
ae 
1S i q es 
ly as 
in ‘ 
“os ee 
at —s 
ie 
aoe 
re ete 
ee ee Pe ak RS OS So ee ee ae re SE Gee Se Sho ae ade 
of LR Rs Be eee Ss ae cS See Se ee a Ro es ain 
aaa cece teas Fas 3 ke ae CIS RASS SRO SERS es oe ee e SS aS RES: 
8 ee Se oe Se aes So Sais NS oe se SE SS 
nf es : cae ae as Sk See eae Sk ees Bite a 20 Se SE BRS SSN ee 
’ 2 : Be: : SSS BSS Eee a See SS So a So ee SASS cs 
ie Se se < : ee ee a RS : SR Ra Ss cee BS Bey 
ve ee 3 ia ee ec a eo ae & ee SS or a a 
S : Pe Se . gk CRS ee eS eS . 
= : ; ee ee au KERR 
} ee re : oe oe eS Se oN RSE SSS 
tad ee — ed a 
se ee ke — 
ne a oe re 
| Rk OS ee ye eS RS ke gree . 
al 4 ae oe ee ae eS ere & s if 
e Be. eo ae pene ae 
ae : Sg ark Sue crea S 
i be : Be Bo ee ae 
a ne : ee 8 OSS eS AE As 
fe et x : paar tthe Bi See: eee 4 
Id ere nee eee See ae : 3 
e- foe ee : me ee : 
. es ce eS a ee Bree Re : cs . 
ill os oo a Be : <a 
h oe ae oe en bie : " %, . 
e  . > : a b . . 
’ fice oe a ee ee 3 : ORS ORR IS ex ek Rs. Pe. = coy 
es se ee : Ee a < 
a ie tie : BEER F : aa ° 
y oC fo os SS >: ee ston ¥ << 
3T $s : : : > i a ; sete a ide 
5 ES : : Fe & = Bi Past os i as 
Beh ee : ee ae = i Re 3 Se e oz 
or be ee : oe a : i i “i Soe eer 
aie : : ee i ae ss Ba a . Rae couse 
1s Ce oe ; : | rd * ee Ss ele 
’ SSS eae e 3 “ 3 ne % a . ee : ae 
n- fo oe | as be . a : ie . mee 
i. : . ee eg ‘ os So 
’ . ; j _ 4 « ' » =e 4 : os ‘i aan Se 
- a + * = = a a a . : SR 
(ed . 2 ; ; y ae . Jet ya Se 
ce, ee 4) . . re q ee , oa - : 
: s fF es ie i “ 3 Coe, a See sit 
9 ‘ }. FA he. * a i * : ww a. ee : SO 
n- ™/ 2 i ee ‘ bis Ro. 2 Sa : . 5 i SAS 
4 ; Sa . i 4 " ark? B _ BE: . ‘= fe oe 4 segs <4 ek 
. F i i ae - F 5 , ee ee 2 s Bey " | ERS 
nd ke: y j | oe j bo { aioe . a A” Oe ib re i Se ae ; eo 
rt a # a ie, a Figs a _« * |. ae , a fie: Ty % * eae 
- a. : 4 &. . 7 % e 3 : 7 te ; ’ Ss a: Sea es : RR: 
4 # BS S Bee ae a ss ee S&S “ Se ; 9 ¥ - Sa 
a “ eg ae i ; 7 oe — : Pa s a 4 ; 7 q ~ : j . ee 
vd - .s oe a — a ae 3 ba ee eee. a OF ce 
- eee ae ot ae eee 5 i = eS © : : . Se ai nity Oak a gh i aad 4 ee a 
the ‘ de 8G ee bs. ia mae _, 7 ae) =; — - a a a Poe ie. hs . See : wre 
3 © Mee sis bi ee eee: : bes ~ ee See os ae bee ame | oe eit 
»P, 7 oo is !  @2.5 ee (CA . . 
>B a 3 ‘ eo ay oe oe 
’ PP aN te ee ' : F in : is . = 7 ‘ ame a 
7 ’ a : : ae : " 
ad e, ‘ fi * gee ie = . % 5 ie ic ie 3 ee 
Z ii eal _ uf eiicpaaiiceill ba . rs 4 Br oes ‘ a is ot 
IR ee : 2 es Pane ee i at i een oa r ” Be 
’ ‘ ee y ihe —— rine ae \ paar Be Pe * eee ag i 
ce . nn of. ee ete aaa a RS ee ep . cet 
’ E : a lige to, : i E : ae ‘ iy ERS ees eae: rugs A 6 0 Waris. 
oo > ; i i —S aa bei es = - , See Se Dia =e ies ‘t : 
“4 ° eee! ae aie — ee Be EN Fe isis: ci pene i te Ce: vpn : nee 
Bg ee seas as, Calg ae aap “Sa aed Sete Ree Re on re sae ge MA ote a ae fF 
ee ive. ey real © ‘! £ wor cee we aaa aaa ee 4 A) rae Sis te ee oe ie i is 4 eye Soren "i aia 
; ee eee a a ir i el) mois s a sii + A ghee tea rla ee ied ae a eed Ch ae. ae eae 
ind Waee« Vn ey ay oe Sr mer cw fe ae te ee Peers en wes ees nema ae 
. a eee ER Fee a ey a) ae ee os oe RES 2 eg cous a =o oa 
von oe acer mpe ey 8 ee <r “Pea c= a Peta P if Pees 2 a eee ee ae 4 Rides ye 
* sas eae Te - aioe i TR Weare. we: oh Bet 
up ih eee Se be Lona . tM - a 
rR etn a i a ie | a a a oa 
’ ’ AE Se ie Big sh Mia dl as rn ae a pee } a 7 ap SECS 3 ISS | ee ee ee x 
ge- eee Pern geek eg i. | ie aici’ ee a ita a cee 
ee i ; i STS epee 9 So MS oa ae el a td, ceee eee eg Ae. LS i AN te rabies ‘ee ais q oS" om ee 
jig * tho ee ie pees i Poe eages ae ae seh Z eee og et rae Re ce ae Sri aah wh ere eto ee oe ; 4 oe 
ee ihe ae steer ce ed TL ea Reger. hal gh ecu (oe Me ng i Ee ent ; oe eo p 
ae) ne Si ee ee : (Pt oc lien cana ea eee : fa ee eee ’ (bea) ae ee ‘ Wet sc. ii . ; ’ 
S Sg PA Cee y: big ay ihe ee ed ea i ON ae re ‘ 23 doteca ae atte Sg eis 
a7 Pee 0 ee is eee a ee Like ali ta a 
oor ie ae 2, M ert) ie 43 * leet ‘ fc? | ie > e Comet ee ‘< 7 Seale ae 
eo ee is : Ba : i 3 Sa & a ; ie : sie ners 
2° Bagge sel sere as sie oo al a eae ee ey Maen ene - So ees, ? ; pee Sha. si Pia 2 : 
| et ee oe ee i a ene via ae ; nal f ee Oe oo 2 
} Peo eee Gee eer Piper ut ae es E ae i tsck # Nett ey Pee 
nai ae hl 2 Se Po See ge a 
= eg amet me Seta aae 8 ee ae ae | Met ; = ES eee is , ‘Seite 
es rs pie eu eS ic Vf eeeg te’ Tem P aa a aig Na i a 
Je 0 2 Soe cee re”, ee ee i 
ES OESSRRE? sae pepe i) ee ae ar Bah ie i Skee. ee ieee re ae “Soe 
ie ge mat eee Pare = ay : : ae —. ite ee ie ine ere” po Paci 
ae a ae are ee iis ewe . Ft d of a: amon ig i ae ie a ee 
ys i A toa oe ao i ee re eee oe eee ae a oo eae 
ale Seo) ee oe a iia See ee BR epee p02 02 Ry tels Metin. Le am : ve 
Geers . 7 oo ih a ee iB = Boe By ae — a Se aye 
q z : F : E ¥ : : 3 
Seighaee © Pais tics) < CRS: | ca as witli ae ; ns j mn ' re i PES 
ete ee _ Ee an Brae il 2 a ae y enema tn ee ea. ot ee ms sr ae ee nity 4 eee ee 
ea he a ec eee 7 4 —— “ soni 
5 ee gies a aS ae bets iat : se Baar : ae ~ ie A es 5 Se ee een 
a a MOE we F Page pie vA : pa ’ rere "ee 
Peo. 
oy 4.0 
-- 
Sunt 
: ce iat 
sing oe 
ee 
ee) . 
ay 
eae 
Re. 
eae, 
he? fe 
ie: % 
‘ 3 
# 
= a. 
= Z = 
{ OrySS ie. 
te —_* ae 
ee: ~ ~ te a3 : 
7, '@) ae 
| ae ee 
eS 
eee 
i ee 
‘ : 
<: = a se . z — * a 
’ : >t : < f = eveny ay, ike s,, hee ee at 


193 Advertisers 
and Agents Cite 


Research Needs 


Want Brand Trends, 
"Where People Buy,’ 
Newspapers Told 


New York, March 27.—‘Wide 


demand for information on brand. 


preferences and on where people 
buy” has been noted by the re- 
search committee of the News- 
paper Advertising Executives As- 
sociation in summarizing 293 
replies from advertisers and ad- 
vertising agencies to an NAEA 
questionnaire. 

The study was made in coopera- 
tion with the American Associa- 
tion of Advertising Agencies and 
the Association of National Adver- 


tisers. Sam Howard of the Min- 
neapolis Star-Journal is chairman 
of the NAEA research committee 
and Douglas Taylor of J. P. Mc- 
Kinney & Son, New York, handled 
contacts with the ANA and Four 
A’s, which sent the questionnaire 
to their members. 

At a recent meeting in New 
York representatives of all three 
groups analyzed 72 pages of 
single-space tabulations. Pending 
release, later, of the full findings, 
the committee has outlined to 
NAEA members, five points that 
were emphasized. 


List Five Points 


1. The advertisers and agencies 
rated three newspaper research 
jobs as “outstanding”: The Mil- 
waukee Journal consumer study; 
the Scripps-Howard pantry shelf 
type of study, and the New York 
World-Telegram retail store sales- 
flow study. 

2. Newspapers “greatly over- 
estimate the amount of research 
information desired by advertisers 
and agencies. . . There is com- 


paratively little demand for such 
information as details on housing, 
length of employment in present 
job, age and sex factors, etc... 


Some Want More Info 


“3. . Generally, grocery manu- 
facturers are least demanding of 
all in the number of items of in- 
formation they desire. Evidently 
they think that everybody eats and 
it doesn’t make much difference 
where or how they live. On the 
other hand, manufacturers of 
toiletries and cosmetics are inter- 
ested not only in brand and point 
of purchase information but also 
in various qualitative factors—for 
example, the number of employed 
women in the family groups. 

“Information on ownership of 
utilities, type and age of heating 
plants, automobile servicing, etc., 
are pretty highly limited to the 


manufacturers in those _ specific 
fields. . . 
“4. Experts feel that the com- 


monly used breakdown by rental 
areas (to assure a representative 
cross-section) is now pretty badly 


out of line.” With a sufficiently 
large sample, however, and ac- 
curate, timely information on mar- 
kets, such a breakdown, it was 
felt, still could be used effectively. 

“5. Considerable work should 
be done to perfect and increase the 
reliability of mail questionnaires.” 
D. H. Odell of General Motors, 
which probably has ‘had more ex- 
perience and is spending more 
money in this field than any other 
organization, is getting the coop- 
eration of GM’s research depart- 
ment on this problem. The basic 
Four A’s check-list of 14 points 
on questionnaires and surveys also 
may be used. 


Would Pre-evaluate Research 


The committee pointed out that 
“we are working toward setting 
up standards of practice which will 
enable newspapers to greatly im- 
prove the quality and acceptability 
of their research work. 

“Secondly, to set up a series of 
strata of information recognizing 
that newspapers in cities of 50,000 
or even less can not be expected 


| . 


again leads... 


Ahead of every Massachusetts city (100,000 or over) 
in RETAIL SALES growth—1945 


Growth of retail sales in New England focuses 


squarely on Worcester with a 1945 per family 


figure of $3,085, an 11% increase over 1944. Not 


one major city in Massachusetts, Connecticut or 


Rhode Island equalled this Worcester increase. As 


a matter of record, Worcester held such leadership 


both in 1944 and 1945. 


Retail buying habits in this MUST MARKET 


strongly parallel the readership of the Worcester 


Telegram and Gazette. 


The daily circulation in 


excess of 135,000 and the Sunday circulation in 


excess of 90,000 are major influences on ALL retail 


sales — yours included. 


The TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS — 


_  GEorRGE F BooTH Publi Sher - 
as BLOCK amd ASSOCIATES, NATIONAL REPRESENTATI 


OWNERS of RADIO STATION WTAG 


Advertising Age, April 1, 1946 


to adopt the same extent of re- 
search work as that of metropol- 
itan cities. Nevertheless, there 
would be certain basic information 
that all cities would provide on 
a comparable basis. 

“Third, this meeting agreed it 
was even within reason that hav- 
ing set up these standards of prac- 
tice, an advisory board might be 
established which would inspect 
research projects by newsPapers 
in preliminary plan form to as- 
sure adherence to the objectives 
and standards; and then again in- 
spect the results after the com- 
pletion of the research with the 
final objective that the reports 
would be published as having been 
done under the standards set up 
by this joint research effort. 
“While such a board probably 
could not officially put the stamp 
of approval of the American As- 
sociation of Advertising Agencies 
or of the Association of National 
Advertisers because of policy rea- 
sons of those organizations — 
nevertheless it was agreed that 
such procedure might be very val- 
uable in that it would not only 
raise the standards of newspaper 
research work but it would bring 
about tremendous savings of time 
among the agencies and adver- 
tisers by reducing suspicion and 
the necessity of each firm in- 
dividually digging to determine the 
acceptability of each individual 
survey.” 


NAB Appoints Baker 


Kenneth H. Baker of the faculty 
of Ohio State University, and re- 
searcher on radio listening habits, 
market surveys and panel studies, 
on April 1 will join the National 
Association of Broadcasters as di- 
rector of research. Mr. Baker, in 
addition to psychological teaching 
at Northwestern University and 
Ohio Wesleyan, served in the Office 
of Strategic Services and in in- 
telligence during the war. 


Joins Wilson, Haight 
Harlan C. Judd, recently re- 
leased from the Army and former 
reporter for the Hartford Times, 
has joined Wilson, Haight & 
Welch, Hartford, Conn., agency, 
as assistant production manager. 


Durkee Promotes Parker 


A. R. Parker, formerly district 
sales manager of Durkee Famous 
Foods, Berkeley, Cal., has been 
promoted to sales manager of 
packaged products. 


Check "4 


GREENSBORO 


A Growing 
Market 


NEWS 
3 ing & Sunday 


RECORD 


JANN & KELLEY, INC. 


SERVING 
NATIONAL 
ADVERTISERS 
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And still 


",.,..0f all the magazines which 
come to us, The United States News 
is the one I eagerly await and my 
confidence in your opinions and 
splendid articles is complete." 


Mrs. J. M. Arndt, 
Wife of J. M. Arndt, Vice Pres. 
GAYLORD CONTAINER CORPORATION 
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3-year history of The U 


Oa apt 


- 


they come! 


The new guarantee of 


250,000 


is well under way to being covered—’way ahead 
of schedule! Why?... BECAUSE in this highly 
confusing period of TRANSITION, men and women 
in responsible positions must keep informed on 
what Government is doing—what it intends doing. 
The United States News (in its 13th year) un- 
tangles, simplifies and interprets the news of 
national affairs, accurately, tersely, conveniently, 
for these quarter-million leaders—these family 
heads who live on America’s Quality Sireet. 


Fh ie - “Wi¥innes Sur Fe | — tate “ 


The importance of the news pages, read each week from 
cover-to-cover by the heads of America’s leading families, 
means that every advertising page too is exposed to cover- 
to-cover readership. Advertisements in The United States 
News have high visibility — very high visibility. 


* 
Last year 249 advertisers of consumer goods and 
services, enhanced their reputations and trade 
names in this highly prosperous “cover-to-cover” 
market.... Travel routes-—-Hotels— Automobiles 
— Airplanes — Insurance — Tobaccos — Liquors — 
Jewelry—Radios—and many kinds of high-quality 
home furnishings were advertised in the favorite 
magazine of America’s most favored people. 


The Direct Route to 
those who O.K. both 


corporate and family buying 
* 


Daniel W. Ashley 
Vice President in Charge of Advertising 


30 Rockefeller Plaza, New York 20, N.Y. 
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People Are People, Anywhere 


Welfare workers and _ profes- 
sional bleeding hearts, as one vine- 
gar-fingered columnist has labeled 
those who worry unduly about 
what the rest of the world ought 
to do, would have gotten little 
consolation from attending a re- 
cent gathering at which an adman 
who has had more than his share 
of experience in foreign selling, 
enunciated the facts of life, as 
they apply, market-wise, to the 
people of the world. 

He made two major points: 

1. The basic urges and basic 
themes which do a good job of 
moving merchandise in the United 
States will do an equally good job 
anywhere in the world. They may 
have to be modified in detail to 
take account of local habits, cus- 
toms, illustrative techniques, etc., 
but the underlying approach which 
sells a product to Mrs. Jones in 
Keokuk is exactly the same basic 
story that will sell a similar prod- 
uct to the housewife in South 
America, China, or Europe. 

2. It is relatively easier to sell 
a luxury than a necessity any- 
where in the world. 

This adman’s first point does 
not surprise us, but we think his 
second point, although probably 
not debatable, certainly deserves 
a little thought. If it is true, as 


The Advertising 


During recent years the adver- 
tising world has been too busy to 
worry very much about the pro- 
fessional or occupational status of 
the advertising manager, but pub- 
lication in ADVERTISING AGE re- 
cently of a highly provocative ar- 
ticle from the house organ of Grey 
Advertising Agency has demon- 
strated that much thought, pro and 
con, is still given to this subject. 

The status of advertising man- 
agers, we believe, has improved 
greatly in recent years, as the 
importance of their functions has 
been more widely recognized, and 
as the work they do has moved 
out of a rather nebulous state into 
a realm where research and sta- 
tistics can more and more be ap- 
plied, not only to develop tech- 
niques and methods, but also to 
measure results. 

Yet it is obvious, from the Grey 
article and its repercussions alone, 
that much remains to be accom- 
plished before the advertising 
manager, as a class, assumes the 
stature which good advertising 
managers and alert management 
believe is his due. And it seems 


seems altogether likely, that fe- 
males all over the world would 
rather be beautiful than healthy, 
and that men would rather be at- 
tractive and important than wise 
and industrious, the argument that 
advertising is the instrument 
whereby humanity is led to pur- 
chase the things it doesn’t need and 
can’t afford, in place of the things 
it needs and ought to have, falls 
of its own weight. It becomes ob- 
vious, then, that advertising isn’t 
the motivating force in creating 
desires, but instead is merely 
riding with the tide of desires that 
already exist and have always 
existed. 

Of course, most admen have al- 
ways realized the truth of this 
assertion. Only the professional 
worriers have insisted on cloaking 
advertising in a mantle of desire- 
creation which advertising itself 
thas been sensible enough to know 
it does not deserve. 

Depending on your point of 
view, it is either pleasant or dis- 
turbing that the human race, all 
over the world, should refuse to 
act any more logically and sensibly 
when it spends its money than 
when it does anything else. But 
it happens to be true, and there’s 
no reason advertising should be 
blamed for it. 


Manager's Place 


equally obvious, as Harry E, Fry 
of North American Philips Com- 
pany pointed out in these pages 
last week, that advancement in 
importance for the individual ad- 
vertising man rests almost entirely 
on himself. 

There are still some “office boy” 
advertising managers; but there 
are more and more advertising 
managers—and the names of a 
dozen or so will occur to any 
reader immediately—who are just 
about as far from office boys as 
any business executive can get. 

As time goes on, and as gen- 
eral management realizes more 
and more the vital importance of 
the merchandising functions rep- 
resented by the advertising de- 
partment, the ranks of advertis- 
ing managers, who are truly top- 
flight executives, will be greatly 
swelled. 

As Mr. Fry said, somewhat un- 
sympathetically, “There is nothing 
wrong with the so-called adver- 
tising manager problem that could 
not be considerably remedied by 
advertising managers getting the 


lead out of their merital pants.” 


"Be right with you, folks. 


—Electrical Merchandising 


In the meantime, play this recording of my sales 


talk over to yourselves." 


Balancing Accounts 

Walter Weir, head of the new 
agency of the same name, is re- 
nowned as a copywriter but 
should become—under any system 
of absolute justice—more famous 
as a dry humorist. At a house- 
warming cocktail party in his New 
York offices recently, visitors found 
an imposing motto framed above 
the mantel piece and flanked by 
two large volumes with white 
covers. The motto read: “Hic Nil 
Merdae Equinae.” To the left of 
this was a large book inscribed 
“Accounts We Have.” This was 
empty. The volume on the right 
was labeled ‘Accounts We Do 
NOT Have.” Inside the covers was 
a copy of the Standard Advertising 
Register! 


Don't Sign Your Name 

Since American Type Founders’ 
agency took this department to 
task, mildly, some weeks ago for 
saying that we really shouldn’t 
criticize our own _ advertisers, 
we’ve been looking around fero- 
ciously for something else to criti- 
cize in AA’s ad columns. We didn’t 
look hard enough, however, and it 
took one of Ad-lib’s agency scouts 
to turn up a honey for us. 

The ad in question is a Diamond 
Match Company ad carrying a 
very personalized coupon, begin- 
ning: “I would like to find out 
how Diamond book matches can 
help solve my advertising prob- 
lem,” and continuing: 

Please call on me at........ o’clock, 


MOE 6:94-4:34 44d as ae ree 
PAIRS CE MY COMPARS o6 66 cece cccses 
cn SPSS ea eer eee ree ee 
Oe SOP EER LOOT ET Ce TE CET TT eee 
READ $6445.653 60088050 i METTLE Cee 


Everything’s there, including the 
time of day, but—there’s no place 
for “me” to tell Diamond Match 
Company what my name is! 


Ad Readership 

Scout J. M. Bramann of Niagara 
Falls sends us a clipping of a 
Krausmann department store ad 
in the Niagara Falls Gazette that 
is probably a new high for frank- 
ness, and at the same time will 
probably start some arguments. At 
the top of the ad, which in other 
respects is the usual type of de- 
partmentalized merchandising ad, 
is a streamer headline: “Are you 
one of today’s 600 readers?” 

Then comes “editorial” copy: 

“Who reads this ad, anyway— 
and how many people? The Ga- 
zette has approximately 27,000 
circulation, and with an estimated 
four to a family, should total up 
to about 100,000 readers. Sounds 
like a $64 question, doesn’t it? 
Well, it’s really not so difficult to 
understand when you have a 
knowledge of advertising. So pre- 
pare yourself for the answer: 

“No one reads the Krausmann 


ad as an educational, fictional or 
comic interest. As a literary effort 
it is just a blank. . . You’d think 
at least 50,000 might read the ad. 
But after 26 years of advertising 
—week after week—we are happy 
and content to know that our 
reader audience is an approximate 
600 people. Ten might want so 
and so—30 might need this—and 
15 might want that—and so on 
down through the many varied 
things we have on sale, until the 
600 estimate is established. This 
is our reader following for any 
special day. . .” 

Well, Krausmann says it’s 
happy, but we’re not. Because we 
don’t think it’s sensible or fair to 
confuse readers with buyers. If 
600 people respond to the ad every 
time it runs, it would certainly be 
miraculous if they constituted the 
whole body of readers. 


Lost His Shirt 


Some time in January, a visitor, 
job applicant, or media salesman 
left a package of four new shirts 
in the lobby of John Falkner 
Arndt & Co., Philadelphia, and at- 
tempts to locate the culprit have 
thus far proved futile, with the 
result that the agency is now 
spreading the word throughout 
the field. 

As one of the hordes of the 
shirtless, this commentator can see 
only three solutions to this mys- 
tery: (a) members of the Arndt 
staff are not typical of the U. S.; 
(b) they don’t wear shirts; or (c) 
the unclaimed bundle was left by 
a midget or a giant whose shirts 
measure less than 13” or more 
than 18” in the neck. 


Jottings 

The Milwaukee Journal has pur- 
chased 2,000 copies of ‘““‘The News- 
paper in the Classroom,” and is 
distributing them to schools in its 
area... 

Harry Clatfelter, Peoria, Ill., ad- 
man, also has his bone to pick with 
advertisers. For some reason, he’s 
been running smack-dab into a 
Wonder bread “guarantee” which 
he says is now being displayed on 
large scale in dealers’ stores. 
Headed “$1,000 Guarantee,” the 
promotion piece says Wonder bread 
has a pleasant sufficiency of Vita- 
min B, and the company “will pay 
$1,000 to any charitable organiza- 
tion named by the citizen of the 
United States first to disprove the 
above statement prior to Dec. 31, 
ae 

We knew someone would rise to 
that “American Girl Expands” 
headline in the March 18 issue of 
AA, and Bob McAndrew, NBC 
promotion manager in Hollywood, 
was one of the first. “Putting up 
a better front from now on, eh?” 
he cracks. . . 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2628. Postwar Plans of Hous- 
ton Families. 

The family (composition and 
income), the home (ownership or 
intent to own), buying plans and 
buying habits, including autos, 
radios, household appliances and 
foods, are put forth in this new 
study, issued by the Houston 
Chronicle, The sample used, 6,669 
interviews, covered 50 census 
tracts within the city limits and 
16 surrounding territories. The 
final section of the study deals 
with the effect of advertising on 
family purchases, tabulating the 
answers to the question, ‘What 
type of advertising do you depend 
on most?” : 


No. 2629. 
Habits. 
A new study in Good House- 
keeping’s continuing consumer 
panel series is this one, which 
goes into great detail about the 
use of all sorts of cosmetics. Prod- 
ucts include not only stuff for the 
face, but also shampoo, deodorant, 
manicure items and perfume, and 
shows frequency of use, and an- 
swers by age groups. 


No. 2630. The Boating Market. 

Motor Boating has issued this 
survey containing a lot of infor- 
mation about the present size and 
future development of the pleas- 
ure boat field. Among other data, 
the booklet includes a map of 
U. S. Customs districts; a table 
showing the extent of boating 
waters under state jurisdiction; a 
summary of types and classes of 
pleasure boats, with and without 
power; number of marine business 
establishments and a discussion of 
products required by the indus- 
try. 


No. 2631. Action—the Final Meas- 
ure of Magazine Power. 

Facts on recipe clipping habits 
of housewives are summarized in 
this illustrated brochure issued by 
Family Circle Magazine. Starting 
off with the premise that “selling 
is a cycle, especially to women,” 
the text offers proof of Family 
Circle’s power to push women into 
action. The brochure itself is ap- 
propriately shaped to match the 
magazine’s name. 


No. 2615. The Market for Men’s 
Clothing and Furnishings and 
How to Penetrate It with Your 
Selling Story. 

The men’s wear market—$3,350,- 

000,000 a year distributed through 


Personal Grooming 


70,549 retail outlets—is analyzed. 


in this booklet, which has been 
issued by the Fairchild publica- 
tion, Men’s Wear, now appearing 
in new format with redesigned 
typography. The publication’s new 
circulation guarantee is empha- 
sized, and a chart shows how its 
retail distribution parallels sales 
volume of men’s clothing and fur- 
nishings throughout the conutry. 


No. 2612. Soundings. 

Newsweek has issued this report 
of a readership survey made by a 
U. S. Navy pharmacist’s mate as 
part of a course in advanced mar- 
ket research offered by the Armed 
Forces Institute. The report shows 
which of the crew in each age 
group read Newsweek, per cent of 
readers in each classification of 
service length, and other informa- 
tion. 
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Goodrich Show 
Sets Pace for 
Sales Meetings 


New York, March 26.—An effec- 
tive parody on its regular Thursday 
evening ABC radio show, “Detect 
and Collect,” is being used by 
B. F. Goodrich Company to put 
across a hard-hitting advertising 
message to retail personnel at a 
series of regional advertising 
sales conferences. 

Entitled “Detect and Correct,” 
the purpose of the presentation is 
to “detect” shortcomings in vari- 
ous phases of advertising, and 
“correct” them with the aid of the 
company’s new 1946 program. In 
the New York session at Park Cen- 
tral Hotel, Frank Tucker, Good- 
rich ad director, acted the part of 
“Quiz Master” Fred Uttal. The 
presentation included a replica of 
the radio show’s “magic curtain,” 
along with the awarding of out- 
landish as well as practical gifts, 
and cash prizes. 

District supervisors and store 
managers are being urged to in- 
crease their advertising activities. 
Both company and retail adver- 
tising will be focused on the new 
B. F. Goodrich passenger car tire 
that “‘outwears prewar tires,” with 
advertising keyed to timeliness, 
consistency and regularity. News- 
papers, radio, direct mail and 
magazines will be used to keep 
car and truck owners informed of 
progress being made to meet the 
great backlog of tire demand 
through increased production and 
improved quality. 

A comprehensive study outlining 
plans for getting better results 
from peacetime advertising is dis- 
tributed to retailers. This cites 
problems, suggests solutions, and 
shows the retailer how to work 
with his newspaper and other 
media in planning a consistent, 
year-round advertising program. 


N. E. Council Shifts 


The New England Council, Bos- 
ton, recreational and regional de- 
velopment, has shifted its adiver- 
tising account from Batten, Bar- 
ton, Durstine & Osborn, Boston, to 
Charles W. Hoyt Company, New 
York. 


Ladish Appoints Finn 

T. F. Finn has been placed in 
charge of advertising for Ladish 
Drop Forge Company, Cudahy, 
Wis., succeeding G. R. Holtz. 


For 

Coverage of 
North Carolina’s, 
No. 1 Market— 


Winston-Salem 
Greensboro 
High Point 


WSJ 


WINSTON-SALEM 


5000 WATTS — 600 KC 


* 
Representatives 


MEADLEY - REED COMPANY 


“%, ‘ a ~ 


sited nmin PPPS CR 


Browne to Rickard 


Robert <A.. Browne, formerly 
sales promotion manager of Hud- 
son American Corporation, has 
joined the creative staff of Rickard 
& Co., New York agency. 


NAEA Meets 
June 10-12 


The Newspaper Advertising Ex- 
ecutives Association will hold its 
summer convention at the Hotel 
Commodore, New York, June 10- 
12. Robert K. Drew, advertising 


ee 


tee. 


|manager of the Milwaukee Jour- 


nal, is president of the association. 


Daldy Joins Sun Oil 


A. Cyril Daldy, formerly assist- 
ant director of foreign refining, 
Petroleum Administration for War, 
has joined the public relations staff 
of Sun Oil Company, Philadelphia. 


Yolen to WNEW 


Will Yolen, promotion manager 
and special events director of 
Warner Bros. Pictures, New York, 
will join WNEW, New York, this 


month to supervise press and pub- 
lic relations. During the war, Mr. 
Yolen was managing editor of the 
news room of the American 
Broadcasting Station in Europe. 


Wade Transfers Owen 


Wade Advertising Agency, Chi- 
cago, has transferred Forrest Owen 
of the Quiz Kids production de- 
partment to its Los Angeles office. 
He will assume duties on the pro- 
duction staff of the Lum ’n’ Abner 
and Queen for a Day programs, 
sponsored by Miles Laboratories, 


Elkhart. 
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To Handle Sport Show 


Ted H. Factor Agency, Los An- 
geles, has been named to handle 
radio and metropolitan newspaper 
advertising for the Southern Cali- 
fornia Sportsmen’s Show, April 
12-21, at Gilmore Stadium, Los 
Angeles. 


Resumes Publication 


The Omaha “Shopping News,” 
suspended since July 8, 1943, has 
resumed publication. It is owned 
by members of the Associated Re- 
tailers of Omaha. 
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WHEREVER 
You FIND (T; You FINDA 
MANAGEMENT MAN,., 


WELL INFORMED 


“Now, gentlemen, let us all 


begin by turning to page 38.” 
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Emerson Drug 1946 Drive 


Is Biggest on Record 


Emerson Drug Company, Balti- 
more, reports that 1946 advertising 
for Bromo-Seltzer is the “biggest 
advertising campaign in its 60- 
year history,” with schedules in 
various media getting under way 
since January, when car cards ap- 
peared in bus, subway and ele- 
vated cars in major cities. 

The schedule includes spot an- 
nouncements in 251 cities, ads in 
weekly and monthly magazines 
and in magazine sections of Sun- 
day newspapers. Discontinuing 
“Vox Pop” this year, Emerson 
plans a new half-hour evening 
show on CBS starting April 29 
and starring Jackie Coogan. The 
account recently was placed with 
Batten, Barton, Durstine & Osborn, 
New York. 


Tradeways Names Lewis 

Leslie L. Lewis, formerly in 
private practice as a sales training 
consultant, has been appointed di- 
rector of training service for 
Tradeways, Inc., New York, with 
headquarters in the Merchandise 
Mart, Chicago. 


To Open New Office 


The Jane Taylor organization, 
Los Angeles resident buying and 
style reporting service, will open 
an office in Apparel City new 
fabric center being built in San 
Francisco. 


Jordan Joins Wendland 


Jean Jordan, formerly associated 
with Jordan & Lo Buono, Los An- 
geles, has been appointed produc- 
tion manager of Harry J. Wend- 
land Advertising Agency, Los 
Angeles. 


Met Life Advertises 
$558 Million Assets 


Metropolitan Life Insurance 
Company, New York, which 
spends for advertising about $1,- 
500,000 annually, through Young & 
Rubicam, New York, is using vary- 
ing insertions up to 600 lines in 
about 500 daily newspapers in 
cities where it has district or de- 
tached branches to publicize its 
business report for 1945. 

Total assets exceed obligations 
by $558,066,815.44, the ad reports. 


{Life insurance in force at the end 
of the year amounted to $31,261,- 
969,317; paid-for life insurance is- 
sued during the year was $2,143,- 
423,150, and amount paid to policy 
holders during 1945 was $623,443,- 
185. The company recently 
launched a program of spot broad- 
casts in Atlanta, Boston, Chicago, 
New York, Philadelphia, San 
Francisco, St. Louis, and Washing- 
ton. 


Two Name Mercready 


Aluminum Awning Company, 
Rutherford, N. J., manufacturer 
of aluminum awnings for stores, 
factories and other buildings, and 
Orchard Brothers, Rutherford, 
maker of Alumarell awnings for 
homes, have named Mercready & 
Co., Newark, to handle their ad- 
vertising. 


Mary Stinson to Fawcett 

Mary H. Stinson, formerly as- 
sistant food editor of the New 
York Journal-American and di- 
rector of the test kitchen at the 
California Foods Research Insti- 
tute, San Francisco, has joined 
Today’s Woman, Fawcett publica- 


tion, as food and household editor. 


New Cosmetic 
Buying Habits 
Told by Fawcett 


New York, March 26.—Fawcett 
Publications, in its third annual 
“Fawcett Beauty Reader Forum” 
report, shows that 80% of a cross- 
section of the readers of Motion 
Picture, Movie Story and True 
Confessions use make-up base, 
compared with 71% in 1940-41. 

Summarizing its five-year study 
of readers’ use of cosmetics and 
toiletries, the report shows thiat 
more than half of the women ques- 
tioned now buy make-up prepara- 
tions in drug stores, compared with 
a third who bought these in drug 
stores a few years ago. This gain 
has been at the expense, chiefly, 
of 5-and-10-cent stores, now led 
by both drug stores and depart- 
ment stores. 


LOS ANGELES 
ATLANTA 
BOSTON 
GRAND RAPIDS 
JAMESTOWN 
HIGH POINT 
PHILADELPHIA 
DALLAS 
_ NEW-YORK 
CHICAGO 
- - DETROIT 
ST. LOUIS 
SAN FRANCISCO 
_ CLEVELAND 
PITTBURGH 
MINNEAPOLIS 
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Month after month 
compelling adver- 
be tisements like this a 
: reaching homemakers — 
in 27 coast to coast | 
newspapers in the 


following cities: 


HAT do you really want...to out-claim com- 


petitors...or cultivate more customers? If it’s 


competition you want to impress—keep on raving over 


oven lights in your electric range and thumping your 


chest over tubes in your radio. You'll be lucky if you can 


get 8¢ of the American Family’s spendable dollar! We at 
HOUSE BEAUTIFUL maintain you've got to reach your 


customers’ emotions to reach their pocketbooks... and 


we’re doing it! We’ve launched a vast nation-wide crusade 


adison Avenue, NEw Vapor 


around the slogan “BETTER YOUR HOME...BE 
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YOUR LIVING.” The entire campaign theme is yours to 


use in promoting and advertising the products you handle. 


Show the American Home Maker that she'll get better 


meals with your range ...have more family entertainment 


with your radio. Sell the advantages of all round better 


living at home! This is the way you'll build the sound 


steady customers and bigger business you want today and 


for the future. 


Advertising Age, April 1, 1946 


Sales of cake make-up have in- 
creased from 12 to 39% of all 
make-up bases and hand lotion 
sales are up from 9 to 19%. Sales 
of vanishing cream, tinted cream, 
powder liquid, creamy liquid and 
stick make-ups have decreased. 


Fewer Use Rouge 


The survey shows 94% of the 
readers used face powder in 1944- 
45, the latest period covered, as 
against 99% who used it in 1940- 
41. Use of rouge also has dropped, 
from 85% to 71%, as has use of 
eye shadow (19% to 11%). Little 
change is shown in popularity of 
lipstick, used by 99%; mascara, 
53%; eyebrow pencil, 39%; lubri- 
cating cream, 51%; cleansing tis- 
sues, 86%; face soap, 97%; de- 
odorants, 95%; sanitary napkins, 
91%; tampons, 15%; dentifrices, 
95%. 

Other points brought out are 
that 23% of those surveyed use 
home permanent wave prepara- 
tions, as against 17% using it in 
1943-44—the first period in which 
such products were covered by the 


survey. Those getting ‘“profes- 


sional” permanents included 69% 
of those questioned in 1944-45, as 
against 77% in 40-41. 

Leading brands in each of 56 
product groups are shown in order 
of popularity among users. For 
each group, data is given con- 
cerning point of purchase. The 
“Beauty Reader Forum” reports 
may be obtained from Miss Mary 
Bailey, Fawcett Publications, 1501 
Broadway, New York. 


Four A’s Names Officers 


for Atlantic Council 


The Atlantic Council of the 
American Association of Advertis- 
ing Agencies has elected the fol- 
lowing officers: Lee E. Hood, 
Richard A. Foley Advertising 
Agency, national representative on 
the national board; Howard E. 
Medholdt, Aitkin-Kynett Com- 
pany, chairman; Wesley M. Ecoff, 
Ecoff & James, Inc., vice-chair- 
man, and Frank Murphy, Geare- 
Marston, Inc., secretary-treasurer. 
All are Philadelphians. 


Better Letters for L&T 


Lord & Taylor, New York, has 
appointed R. H. Morris Associates, 
New York correspondence con- 
sultant, to conduct a letter writ- 
ing improvement program in those 
departments which handle large 
volumes of correspondence with 
customers. 


Two Accounts to Tandy 


Tandy Advertising Agency, To- 
ronto, has been appointed to han- 
dle Renol furniture polish, a new 
product of S. S. Stafford Com- 
pany, Toronto, and the Bridge- 
port Brass Aer-a-sol insecticide 
bomb, for which E. R. Belyea Com- 
pany, Toronto, is sole Canadian 
distributor. 


Ready to Go! 


LIVE TEEN-AGE 
RADIO SHOW 
FROM 
HOLLYWOOD! 


Here's a complete package, 
a fast-moving, audience-par- 
ticipation show for America's 
18,000,000 teen-age boys 
and girls. New Angles. New 
tieups. Music, fun, swell en- 
tertainment for 30 minutes 
on Saturday morning from 
Hollywood, later to tour the 
nation, Coast to Coast. 
Package now available to 
advertising agency or adver- 
tiser. Wire, phone or write. 


Confidential. 


LESTER HOPPER 
6518 Selma Avenue 
Hollywood 28, Calif. 

Phone: HEmpstead 5129 
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UNTANGLING 


the tangled news of world affairs 


cake 


Are you one of the millions struggling to make sense out of the world news? 


Are you trying to untangle the news about BritainP About Argentina? About 
Russia? About Azerbaijan? 


50,000 responsible business men already are looking forward to their first copy 
of the new newsweekly magazine—WORLD REPORT. They are looking for- 
ward because they know that WORILD REPORT (published by United States 
News Publishing Corporation) will give them the FACTS behind the world 


news as distinguished from day-to-day opinions. 


The leading business men of America, the leading Professional men, the high 
officials in Government—these men are desperately in need of the plain, uncol- 


ored, undoctored truth. They believe that they will get in WORLD REPORT 
the truth, without fear—without favor. They are right. 


In WORLD REPORT you have an exceptional audience for your 
product or service—an audience as readymade as if you had selected 
its individual members yourself. Here is a group of Americans ready 
and eager to assume the responsibility of leadership. They are a 


vanguard which will make and shape made-in-America werld policy. 


WORLD REPORT 


THE ONLY WEEKLY NEWSMAGAZINE REPORTING, INTERPRETING AND FORECASTING THE NEWS OF WORLD AFFAIRS 


published by 


UNITED STATES NEWS PUBLISHING CORPORATION 


DANIEL W. ASHLEY 
VICE PRESIDENT IN CHARGE OF ADVERTISING 


30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


<p - WORLD REPORT-— the No. 1 advertising medium to reach world-minded people <2 
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Russo Promotes Cesario 


Camillo Cesario, assistant sales | 
manager for R. A. Russo, Inc., 
New York photostatic and photo- 
graphic reproduction service, has 
been promoted to sales manager. 
Mr. Cesario was for 13 years pre- 
viously secretary and_ general 
manager of the Health Roof Club, 
95% of whose membership was 
comprised of advertising men. 


White Rock Expands Copy 


The White Rock Corporation, 
New York, through Kenyon & Eck- 
hardt, Inc., New York, is launch- 
ing its largest advertising cam- 
paign with four-color pages in 
Collier’s, Esquire, Life, and The 
New Yorker. Copy features the 
= na “Keeps You Sparkling 

‘00.”’ 


Rejoins Phelps Dodge 
Allan Reagan, who left Phelps 
Dodge Copper Products Corpora- 
tion, New York, to become direc- 
tor of state publicity for New York 
state, a post he held for eight 
years, has rejoined the corpora- 
tion as director of advertising and 


public relations. 


TILE LAYER AT WORK—This three-piece display, which is being distributed to 


tile contractors of Armstrong Cork Co., 


gets a touch of realism through the use 


of a life size figure of a man laying a tile design on the floor. The two side: 
units are framed full-color illustrations of a commercial installation and a 
basement installation of asphalt tile. 


Opens Omaha Agency 

Joe H. Langhammer and As- 
sociates, new advertising agency, 
has opened offices in the Omaha 
National Bank building, Omaha. 
Mr. Langhammer formerly oper- 
ated his own agency in Shreve- 
port, La., and recently was with 
two other Omaha agencies. Carl J. 
Kozlik has joined the agency as 
an associate. 


l 
Opens Kottcamp & Young 

Kottcamp & Young, consultant 
on the design and construction of 
visual training aids, has opened 
offices at 111 W. Washington St., 
Chicago. John P. Kottcamp Jr. was 
in charge of the training aids di- 
vision of the Army Ordnance 
School, Aberdeen, Md., and a for- 
mer industrial engineer with the 
Pullman Company. Gerald O. 


Young, recently in charge of the 
pictorial branch at Aberdeen, for- 
merly headed his own firm in 
Chicago. 


Ritz Expands Drive 
National Biscuit Company, New 
York,-has added Life to its list of 
Magazines scheduled for promotion 
on Ritz crackers, and this year will 
use more insertions in nine maga- 
zines normally scheduled. Color 
pages will appear in American 
Magazine, Better Homes & Gar- 
dens, Country Gentleman, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Life, McCall’s, Successful 
Farming, The Saturday Evening 
Post, and True Story. McCann- 
Erickson, New York, is the agency. 


Webb to Michigan Bell 


H. Wesley Webb, formerly 
AT&T’s western representative in 
charge of trademark advertising 
for Bell System telephone direc- 
tories, has been named trademark 
service manager for Michigan Bell 
Telephone Company, Detroit. 
Trademark advertising, which was 
formerly handled by AT&T, is now 
being taken over by associated 
companies of the Bell System. 


a lot for less 


If you are interested in the costs of adver- 
tising it will pay you to read further. 


In the past year, we’ve swelled our 
coverage by adding 40 more stations— 
yet the overall cost of Mutual remains 
unchanged. This policy of ‘More for your 
Money on Mutual” is being continued. 


There are power increases for present 
affiliates such as Minneapolis, Pittsburgh 
and Washington which have each been 
granted increases to 5,000 watts. There 
are many more new stations soon to be 
added—at minimum cost to the advertiser. 


The important end result is that Mutual 
today is the Jargest network, with over 
one-third more stations than the next net- 
work. And it will remain, even with 
power improvements and planned station 
additions, the lowest priced.We think this 
has particular significance now when ad- 
vertisers are facing the problem of keep- 


ing costs of distribution at a minimum 


In fact, currently, Network X costs at 
least 24% more than Mutual; Network 


Y costs at least 47% more than Mutual; 
Network Z costs at least 64% more. 


Here are some typical bedrock-priced 
buys, which illustrate how much adver- 
tisers are getting for how littleon Mutual: 


Ys hour eve.-259 stations $4,663 weekly 


Ya hour day-266 stations $3,744 weekly 


Ya hour eve.-259 stations $6,691 weekly 


5, Y% hrs. day-266 stations $10,400 weekly 


Net, 52-week basis 


Time on Mutual is becoming a better 
investment all the time. So, too, are 
Mutual shows. Mutual is equipped to 
help with your choice of over a score of 
good programs, tested on the air. 


These are some of the reasons why, com- 
pared with the previous year, Mutual sales 
increased 43% in the last 2 months of 1945 
and 58% in the first 2 months of 1946. 


At the Mutual network, values are up 
and costs are down, and so your advertis- 
ing budget will buy a lot for less. 


Mutual Broadcasting System 


MORE FOR YOUR MONEY ON MUTUAL 


Advertising Age, April 1, 1946 


‘Frisco’ Boosts 
Bay Area; Bids 
Industry Hither 


San Francisco, March 26.—A 
concerted drive to bring prospec- 
tive manufacturers and new in- 
dustries to the San Francisco Bay 
region is under way with an- 
nouncement of the first compre- 
hensive survey of the area’s indus- 
trial location factors in over 15 
years by the San Francisco Cham- 
ber of Commerce. 

In a 38-page brochure costing 
over $20,000 and published in three 
colors, complete information con- 
cerning the 12-county area is set 
forth for the benefit of anyone 
considering the establishment of 
an industrial plant. Entitled ‘‘The 
San Francisco Bay Region as a 
Factory Location,’ the brochure 
contains 15 charts, 11 maps, 13 ta- 
bles and over 100 photographs. It 
is available to industrialists, ad- 
vertising agencies, newspapers and 
magazines as part of the cham- 
ber’s campaign to promote the 
area on the widest possible basis. 


Two Years to Prepare 


Pointing out that there are more 
than 4,500 diversified factories in 
the bay region, the brochure con- 
tains detailed information about 
environment, geography, transpor- 
tation, materials, markets, labor, 
sites and buildings, power and 
fuel, water, capital and credit, 
taxes, and waste disposal and 
drainage. The presentation re- 
quired nearly two years to pre- 
pare, according to Alfred H. Mey- 
er, chairman of the chamber’s in- 
dustrial committee. 

G. L. Fox, manager of the in- 
dustrial department, directed prep- 
aration and production of the sur- 
vey. 


Ayer Sponsors Exhibit 


The 16th Annual Exhibition of 
Newspaper Typography, sponsored 
by N. W. Ayer & Son, Philadelphia, 
will be held at the Ayer Galleries 
on April 17. Any edition of an 
English-language daily published 
in the U. S. on March 13 may be 
entered in the exhibition, and will 
be judged on typography, press- 
work and make-up. Deadline for 
all entries is April 6. 


. . 7 ’ 
Joins ‘Inter-American 

Richard F. Lyons, formerly east- 
ern advertising representative of 
Banking Magazine, has been ap- 
pointed advertising representative 
of Inter-American, New York. 


Jacobs, Heyda to Hicks 


J. E. Jacobs, formerly manager 
of the Merchandise Mart news bu- 
reau, and Capt. Robert C. Heyda, 
formerly director of advertising 
and publicity for La Salle National 
Bank, Chicago, have been ap- 
pointed account executives of the 
Jos. W. Hicks Organization, pub- 
lic relations counsel, Chicago. 


An Over-All 


Contact Service 
for manufacturers of 
OFFICE GOODS 


The Modern Stationer—covering direct- 
buying dealers 

Modern Retailing — Blanketing those 
dealers who buy from wholesalers 

Effectos de Escritorio ; — a business 
magazine, printed in Spanish, for 
Latin American buyers of office 
supplies. 


A picture of this contact service, ap- 
plied to specific products, is available. 


Modern Publications 
250 Fifth Avenue New York 1 
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4 Cincinnati Times - Star Building 


Cincinnati is one of the nation’s 15 leading industrial areas; 
leads the world in the production of soap; is the machine tool 
center of the world and the bituminous coal center of the nation. 


Owners and operators of Radio Station WKRC 


Cincinnati 
slams out a 
four- Bagge 


From the first cry ‘Play ball!” to the last bottle of pop, Cincinnatians 

cheer their Reds. Cincinnati's reputation for baseball-mindedness began 
in 1869 with organization of the first pro baseball team, followed since 

by the inception of major league night baseball and A. B. ‘‘Happy”’ 
Chandler's choice of the Queen City as baseball headquarters of the 

world. During the five war years the number of enthusiastically loyal 
fans who swarmed into Crosley Field each year represented 58% of the 

entire Greater Cincinnati population... the highest per capita attend- 
ance of any major league city. The security which comes from stability 

of income and steady employment has helped build the loyalty and 
enthusiasm with which Greater Cincinnati boosts the Reds... this same 

loyal enthusiasm is the mark of a good market and a vital consideration 


for those whose advertising must produce sales. 


HULBERT TAFT, President 
and Editor-in-Chief 


( v1mes_stan ADVERTISING OFFICES: | 
NEW YORK 17, N.Y. 

60 East 42nd Street 
Albert H. Parker, Mgr. 
CHICAGO 1, ILLINOIS 
333 North Michigan Ave. 
Fred D. Burns, Mgr. 
WEST COAST REPRESENTATIVE: 

John E. Lutz, Chicago 11 
- +--+ IN ADVERTISING 435 North Michigan Ave. - 


AND DAILY CIRCULATION \_ 
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Printers to Fight 
Publisher Control 
of Paper Mills 


May Request Return 
of Rationing to 
Halt ‘Diversion’ 


Washington, March 28.—The 
board of directors of Printing In- 
dustry of America, Inc., Washing- 
ton, meeting recently in Hot 
Springs, Va., sought to stem the 
growing tide of publisher control 
of paper mills by authorizing the 
officers to “take whatever action 
is necessary to prevent the further 
sale of paper mills if such sales 
will interfere with the fair dis- 
tribution of supplies.” ; 

Specifically, AA was told, the 
PIA may request that the govern- 


ment reestablish Order L-120 in 
some form. That order which, 
among other things, reduced paper 
weight, stretched the wartime 
paper supplies about 25%. Pub- 
lishers of smaller magazines, farm 
papers and business papers, who 
have not been able to develop con- 
trol of their paper sources, it is 
reported, would work with the 
printers toward this end. Daily 
newspapers have their own con- 
trol system. 


Can’t Supply Demand 


The PIA, it is said, will not de- 
mand that the government stop 
the sale of paper mills to pub- 
lishers, but will seek aid to pre- 
vent “diversion” by insuring that 
all customers have at least the 
proportion of total present sup- 
plies which they had in 1945. 

James F. Newcomb of New 
York, president of PIA, told the 
board that the demand for paper 
“so far exceeded the supply that 
it is possible that there will not 
be enough paper, foreign or do- 
mestic, to meet the printing and 


at 


publishing requirements for two 
years or more.” 

Justifying his company’s action 
in acquiring paper mill facilities 
recently, before the meeting of the 
American Paper and Pulp Associa- 
tion in New York, Walter D. Ful- 
ler, president of Curtis Publishing 
Company, said that “self-preserva- 
tion is the first law of nature.” 


Others Buy Mills 


Curtis recently acquired an in- 
terest in New York & Pennsylvania 
Company; Time, Inc., is affiliated 
with Bryant Paper Company and 
others, and Hearst Magazines with 
Pejapacott Paper Company. Mc- 
Graw-Hill, which owns the Newton 
Falls Paper mill, is reported as 
now taking 85% of its output as 
compared with a prewar 30%. 
Cuneo Press early this month 
bought the Combined Locks Paper 
Company, Wisconsin book paper 
and ground wood mill, to meet 
needs for catalog and magazine 
paper. (AA, March 11). 

Mr. Newcomb said that his in- 
dustry is investing more than $200 


million in new equipment. The 
industry, he added, favored “a 
price increase for paper provided 
such increase would result in ad- 
ditional supplies being manufac- 
tured and would bring back into 
production certain types of paper 
which, are practically non-exis- 
tent.” 


PREDICT MORE PAPER 
AND PRINTING SUPPLY 

New York, March 28.—Repre- 
sentatives of printing equipment 
and paper gave optimistic predic- 
tions of the future of their indus- 
tries to the New York Employing 
Printers Association this week. 

E. W. Tinker, executive secre- 
tary of the American Paper & Pulp 
Association, estimated paper pro- 
duction in 1946 at “between 18 mil- 
lion and 18.3 million tons, or 
33 1/3% over any peacetime year.” 
The 1939 paper production, he 
said, was 13.5 million tons. “In 
1945 it stood at 17.3 million tons.” 

The 1989 production of printing 
grades of paper, he pointed out, 
was 2,701,000 tons. In 1945 pro- 


The Mazuma Mining prospectus painted 
the property as practically dusty with gold 
dust, nutty with nuggets heavier than a 
morning-after head, as full of long green 
as a lettuce-field... but the stock buyer 
found he got wallpaper, which faded faster 
than the promoters, was of value only by 


the bale... 


Gold in the ground, bought sight unseen, 


a GOLD FISH 
got Hooked! 


books, as well as advertisers, finds Intaglio 
easy to use... sends comprehensive layouts, 
the original photos or artwork, type proofs, 
as elements or as units . . . gets progressives 
and uniform positives. Intaglio saves the 
advertiser expense and effort, temper and 
time, headaches and hard cash. And 


Intaglio’s Commercial Department gives 
truer colors, gravure for bread and frozen 


was a gambler’s guess . . . like colorgravure 


before Intaglio’s advance proofs turned a 
question mark into an exclamation point. 

With progressives, the Intaglio client 
sees before he spends, can preview, check, 
correct, revise before the message runs... 


The magazine publisher 


on publication sees a star spangled show, 
not shooting stars before his eyes. 


monotone or color. 
of gravure 


food wrappers, packages, and labels. 


Intaglio has full engraving facilities in 
Chicago as well as New York ...a decade 
of dynamic experience... and a competent 
staff of 200 craftsmen who give judicious 
judgment as well as painstaking care to 
every step in the gravure process—either 
For better gravure, 
better see Intaglio—now! 


A 
Intaglio SERVICE CORPORATION e@ Rotogravure Servicers 


NEW YORK: 305 East 46th Street « CHICAGO: 731 Plymouth Court 


Advertising Age, April 1, 1946 


duction stood at approximately 3 
million tons. “It is our estimate 
that in the year 1946, 3,700,000 
tons of printing grades, excluding 
newsprint will be produced. . . In 
1946, approximately 1 million tons 
of new capacity will become avail- 
able to the industry,” he said. Of 
this new tonnage, about 340,000 
will be printing grades. 

In an interview with AA, Dr. 
L. T. Stevenson, economist for the 
American Paper & Pulp Associa- 
tion, declared that “printers are 
not in serious danger.” He said 
that where, in 1944, magazines 
used approximately 690,000 tons, 
their 1946 requirements he had 
estimated at approximately 1,200,- 
000 tons. 

“Printers will probably not re- 
ceive as much paper as they’d like, 
but they will have more than in 
any other prewar year,” he said. 

The fact that publishers bought 
paper mills does not necessarily 
mean that the output will be 
greatly diverted, Dr. Stevenson de- 
clared, adding that many mills 
are increasing output and are 
switching production to types 
needed by commercial printers. 


Supply, Demand Both Up 


R. Verne Mitchell of Harris- 
Seybold-Potter Company, presi- 
dent of the National Printing 
Equipment Association, said that 
“our own company is planning to 
increase its production by two and 
a half times what we ever pre- 
viously produced—and I believe 
that all other manufacturers of 
printing equipment are planning 
in similar proportion.” Printing 
equipment demand, however, he 
emphasized, is from four to eight 
times the normal annual produc- 
tion. 

Some executives in the printing 
equipment industry, however, tell 
AA that the industry will not 
really get going to meet pent-up 
demand until OPA ceilings are 
lifted sufficiently to make it profit- 
able. The manufacturers of big 
presses particularly, it was said, 
are losing money under present 
ceilings. Mr. Mitchell is reported 
to be a member of one of two 
factions in the industry that 
would use different methods to 
persuade OPA to provide “relief.” 

R. Roe & Co., New York, one 
of the big three makers of larger 
presses for magazines and news- 
papers, is said to have $20 million 
in orders on its books. The others 
in this group are Goss Printing 
Press Company, Chicago, and 
Wood Newspaper Machinery Cor- 
poration, Plainfield, N. J. Mer- 
genthaler Linotype Company and 
Intertype Corporation, both of 
Brooklyn, are the leading makers 
of typesetting machines, The lead- 
ing makers of small presses for job 
and commercial printing and 
smaller newspapers are Harris- 
Seybold-Potter, Miehle Printing 
Press & Mfg. Company, Chicago, 
and American Type Founders, 
Elizabeth, N. J. 


Another 


- Success! 


CATHOLIC CHARITIES 


Diocese of Brooklyn ... says, 
“ |. . success of our hospitals ap- 
peal seems assured... Reply-O 
reply envelope the key to conveni- 
ence for donor. We have found 
Reply-O-Letter to be of great help.” 

Why if ups returns 

The address on the reply 
form occupies the “fill-in” 
spot on your letter. No - 
mature n . America’s 
largest mailers use Reply-O 
Letter. 


Write for samples today 


the REPLY-O PRODUCTS co. 


90 W 22St NY Ile 


215 N. Michigan Chicago ! 
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TO BUY or TO BUILD A HOME 


According to The Chronicle’s recent market study, 
more than half the families in Houston own their 
homes — and 73% of these home owners are 
Chronicle Families. Of the total families in Hous- 


ton, 69% read The Chronicle. 


and OF THE 
ag0, NON - OWNERS 


The Houston Market is sold 
when your story is told 
eee in The Chronicle 


R. W. McCARTHY THE BRANHAM COMPANY 
National Advertising Manager National Representatives 
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Withdraw Vimms; 
‘Ethicals’ Tighten 
Grip on Vitamins 


(Continued from Page 1) 


quested by Mr. Woulfe to return 
to Pepsodent their entire stock 
of Vimms as soon as possible be- 
fore May 20, to be reimbursed at 
full purchase price. Sales will be 
discontinued effective next Mon- 
day. Sales to industrial companies, 
however, will continue. 

Mr. Woulfe said Vimms gained 
a substantial national volume of 
sales since its introduction four 
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CORPORATION 


BRAND BUILDING, BUFFALO, NEW YORK 


National Representotive: FREE & PETERS, INC 


years ago. The company has de- 


cided, however, to concentrate all 


drug store sales, advertising and 
promotional activities on denti- 
frices, toilet articles and soaps. 
“These,” he explained, “are re- 
lated items which respond to our 
type of aggressive advertising and 
merchandising.” 


Advertising Falls Down 


Translated by competitors, this 
means that $5,000,000 of advertis- 
ing and sales promotion in four 
years never brought Vimms sales 


4 * 
maces 
7: me * 
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to a profitable point. From $24,660 
in 1941, the advertising expendi- 
ture for this product in news- 
papers, magazines, farm papers 
and network radio time rose to 


/$329,123 in 1943 and $1,237,000 in 


1944, when it was_ promoted, 
among other media, by a Frank 


|/Sinatra show. The current Vimms 


expenditure is said to be on an 
annual basis of only about $150,- 
000, primarily in business papers. 

Vimms sales reportedly have 
dropped from second to third 
place among the “non-ethical” 


multiple vitamin brands. Miles 
Laboratories probably is first with 
its One-A-Day brand, and Vick 
Chemical Company is said to be 
second with Vitamins Plus. 

Miles continues to be the largest 
vitamin advertiser, with several 
network shows and other media 


plugging One-A-Day multiple, B- 


complex and other capsuled vita- 
mins. Charles Beardsley, president 
of Miles, informed AA that One- 
A-Day sales are holding up and 
the huge Miles ad program will 
not be lessened. 
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Vicks currently is spending 
about $200,000 annually to adver- 
tise Vitamins Plus, a multiple 
type, as compared with $500,000 
or more a short time ago. Grove 
Laboratories, another ‘“proprie- 
tary” house, has also reduced its 
advertising from 1945 levels. 

Whitehall Pharmacal Company, 
a division of American Home 
Products Corporation, which en- 
tered the vitamin field rather late 
with its Benefax multiple, has dis- 
continued promoting it, with sales 
reported at or near the vanishing 


THE IRON AGE - 


HARDWARE AGE - 


MOTOR AGE - 


DEPARTMENT STORE ECONOMIST - 


Aladdin’s Lamp—there could hardly 


be a more accurate description of 


Venture Capital, the 


modern worker 


of magic that can surely open the way 


to maximum production and employ- 


ment. But even this great genie is 


powerless in the shackles of govern- 


ment intervention 


and regulation. 


Real progress—an ever-rising stand- 


COMMERCIAL CAR JOURNAL - 


ard of living for all Americans— 


BOOT AND SHOE RECORDER + 
THE SPECTATOR LIFE INSURANCE IN 


THE OPTICAL 
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point. 

subsidiary, International Vitamin | 
Corporation, does little advertising | 
of its IVC Pearles vitamins, but is 
said to be doing well. 

Even before Standard Brands 
and Lambert Pharmacal dropped 
their brands, it was no secret that 
the proprietary houses were in for 
rough going. Vitamin sales which 
began in the middle ’20s were first 
ready for mass-production methods 
in the late ’30s. For spectacularly 
successful merchandisers like 
Standard Brands, Lever and others, 


late with their plans that they 
luckily never entered the field at 
all, the vitamin field looked like 
a natural. 


‘Ethicals’ Get the Business 


But vitamin sales that had 
bounded to about $173,000,000 in 
743, and perhaps hit $200,000,000 
in °44, have been stationary—ex- 
cept that the non-ethicals have lost 
a big chunk of the relatively small 
segment of the business they once 
had, while the ethical drug group 


sot ely TE a OB ve 
Bese ee Misia 
bet a8 a 


Another American Home|including some who got going so/{has gained, at least in dollar vol- 


ume. At their peak, the advertised 
brands never got as much as a 
;quarter of the dollar volume in 
‘the field, although at one time 
|\they were reported splitting the 
unit volume about 50-50 with the 
ethicals. 

The bulk of the packaged vita- 
min business today is being done 
by such “ethical’’ houses as Up- 
john, Squibb, Lederle, Eli Lilly, 
Abbott and Parke, Davis. Upjohn’s 
Unicap is said to be the biggest 
selling multi-vitamin brand, and 


second only in all vitamin sales 
to Mead Johnson’s liquid Olium 
Percomorphum (A and D vitamins 
for infants). 

Chief causes for the success of 
the non-advertised vitamins are 
said to be the reluctance of phar- 
macists to sell the less profitable 
advertised brands and the resist- 
ance from doctors. The American 
Medical Association has long been 
a foe of consumer advertising of 
drugs, on the theory that such 
advertising leads to dangerous 
self-medication. While it frowns 


demands that the free movement of money into new enterprise 


be encouraged, not hampered. 


We, at Chilton, feel that providing better jobs for more workers 


requires that Venture Capital be encouraged to take the risks 


inherent in the financing of new, job-creating enterprises. We 


believe that a paternally planning government, which can cre- 


ate nothing, will not—-cannot—foster the growth of the economy 


of this great nation. This is a job for venture money and indt- 


vidual initiative! 
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publishing 


(Overseas 


AUTOMOTIVE AND AVIATION INDUSTRIES 


on consumer advertising, the AMA 
holds no grudge against modest 
store displays by the ethical houses 
or against their very expensive 
campaigns to doctors by direct 
mail. 


Aimed at Profession 


Lever, incidentally, tried the di- 
rect mail approach throughout last 
year, sending brochures and free 
packages of Vimms to all physi- 
cians, and advertising to the med- 
ical profession in news magazines 
and medical journals. When Lever 
decided to discontinue Vimms, the 
decision came quickly. The March 
issues of drug business papers, 
some of which appeared last week, 
carried an ad telling druggists that 
“March is Vimms Weather! Get 
your share of big vitamin volume 
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with a mass display. .. A mass 
display on Vimms puts one of the 
best-known, best-advertised, fast- 
selling multiple-vitamin products 
within shoppers’ sight and reach.” 

Another reason for Lever’s lack 
of success may be found in the 
price picture. Vimms sold for 
$4.29 for a package of 288 capsules. 
But three a day are required, mak- 
ing the daily cost about four and 
a half cents. Most multi-vitamins 
cost about three cents a day. Sears’ 
Super-Kaps, a large-selling mul- 
tiple, and Unicaps each cost the 
user less than two and a half 
cents a day. Stams used to cost 
about five cents a day, and were 
the three-a-day type. 


Others Do Well 


All the multi-vitamins contain 
about the same vitamins, all in 
amounts which the Food and Drug 
Administration has found meet the 
minimum daily vitamin require- 
ment. 

Besides the ethical houses, sev- 
eral other companies reportedly 
are doing well in the vitamin busi- 


ee eee 


ness. The latter include most of 
the chain drug stores, large and 
small mail order houses and some 
semi-ethical houses, who put little 
into consumer advertising or di- 
rect mail. They rely on their offer 
of a large margin of profit to get 
cooperation from the druggist— 
not a small factor, for druggists 
are able to “switch” about nine 
out of 10 sales from one brand to 
another. 


Earn New Respect 


One result of the beating that 
advertised vitamins have taken in 
the race for markets, manufac- 
turers admit, will be a consider- 
ably greater reluctance to tangle 
with the deeply entrenched doc- 
tor-pharmaceutical-druggist com- 
bination than has been the case 
in the past, and a new respect for 
the merchandising sagacity of 
those organizations which don’t 
advertise their pharmaceuticals to 
the public, but know exactly how 
to advertise and merchandise them 
to the medical profession and the 
drug trade. 


An example of the head-shaking 
that is currently going on in the 
non-ethical drug trade is the com- 
ment of one exceptionally well 
informed man, who said: 

“Four years ago I would have 
given you three to one, for any 
amount of money I could raise, 
that the advertised vitamin brands 
would take the ethicals for a 
sleigh ride. Two years ago I still 
would have bet you even. And I 
was just as wrong as I could be.” 

Another drug merchandiser put 
it equally succinctly: 

“You can lick an ethical prod- 
uct with an advertised brand if 
you’ve got a remedy,” he said. 
“But if you’re selling a preventive, 
the medical-ethical-druggist team 
will take you for a ride every 
time.” 


Velepec Names Lyon 


Fred M. Velepec Company, 
Glendale, L. I., manufacturer of 
carbide tipped tools, has placed its 
advertising with S. Duane Lyon, 
New York. Business papers will 
be used. 
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tury ago. 


COMPLETE 


= at long range, the foreign mer- 
chant or business executive is averse to blind ex- 
perimentation, which may lead to costly and time 
consuming disappointment. 


He is a good repeat buyer. And, when he has 
occasion to broaden his line, he seeks a norm by 


dependability of new prod- 


ucts — to know that he is dealing with concerns 
whose names and trade marks are a guarantee of 
promises being fulfilled. 


Since 1877, buyers in every foreign market have 
depended upon AMERICAN EXPORTER to 


keep them currently informed concerning equip- 


supplies available from the 


in AMERICAN EX- 


PORTER will have the prestige of appearing in 
America’s oldest and largest export journal — in 
company with those of manufacturers and export- 
ers who began using this publication half a cen- 


EVERY MONTH 


IN ENGLISH AND SPANISH 


AMERICAN EXPORTER 


Johnston Export Publishing Company 


386 FOURTH AVENUE 


PHILADELPHIA e CLEVELAND 


CHICAGO * ST. LOUIS * 


NEW YORK 16, N. Y. 


LOS ANGELES . SAN FRANCISCO 


Ralph S. Robinson, ad manager of Columbian Steel Tank Com- 
pany, Kansas City, Mo., wrote one of the 20 best business letters 
of 1945, in Dartnell Corp.’s competition, and got a gold medal for 
doing it. . . Program Chief Leonard Patricelli of WTIC has been 
elected pres. of Hartford Wesleyan Alumni Association. . . 

Tex Roden, American Home Foods pres., is in Hollywood to 
discuss with RKO plans for producing his mystery, “Too Busy 
to Die.” Tex has another mystery in the offing entitled “Wake 
for a Lady.” ... Walter Craig, Benton & Bowles v.p. in charge of 
radio, returned a couple of weeks ago from a combination business- 
pleasure trip to 


Mexico and the a 
B&B WestCoast gi j= . 
office. Walter — © Pe ‘ 


spent the first 
three weeks of 
the trip in Mex- 
ico off duty, 
and a fortnight 
in the U.S... 

William J. 
Meinel, pres. of 
Heintz Mfg. Co., 
is chairman of 
a committee of 
10 Philadelphia 
industrialists 
and business 
men organized 
to raise $50,000 
to underwrite 
an extensive 
drive to find 
jobs for the 
city’s returning 
vets. Other members (who, with Mr. Meinel, are also members of 
the NAM) are Harold Butler, Philco v.p.; Horace P. Liversidge, pres. 
of Philadelphia Electric Co.; Ralph Kelly, pres. of Baldwin Loco- 
motive Works, and Frank Chesterman, v.p. of Bell Telephone... 

Ernest Hoftyzer, ad director of the Boston Record-American, ar- 
ranged a meeting given by the Advertising Club of Boston March 
19, attended by Gov. Tobin and the mayors of 15 cities in the area, 
for a discussion of “the state of the commonwealth.” .. The agri- 
cultural committee of the San Francisco C. of C. heard an address, 
March 12, by H. E. Babcock, chairman of the board of Cornell U. 
trustees and farm economic adviser of Country Gentleman. C. C. 
Rees, ad director of the magazine, was on hand for the meeting. . . 

David Cathcart, who formerly was Philadelphia mgr. for Rey- 
nolds-Fitzgerald, and is now ad mgr. of RCA Victor’s home instru- 
ment division, told his former cohorts in the newspaper representa- 
tive field just how life looks from the buyer’s side of the desk 
when he talked to the Philadelphia representatives’ chapter March 
21. He told them about locally placed factory-distributor-dealer 
co-op advertising! ... 

Mark Woods, ABC pres., and his family left New York March 23 
for a brief vacation in Florida. . . A. Schuyler Dunning, sales rep. 
in Los Angeles for American Airlines, and Celeste Holm, Broad- 
way and Hollywood star, were married March 21 in New York... 
Ted & Dorothy S. Thackrey, owners of the New York Post, spon- 
sored a reception to Columnist Harold Ickes couple of weeks ago 
to introduce him to other Post columnists. . . 

Another admirer of American advertising, W. B. Henri of Henri, 
Hurst & McDonald has learned, is Belgium’s exiled King Leopold. 
Lucerne McCullough, who, with her sister, Suzanne, does a lot of art 


JONES JUBILEE—Enjoying the fourth anniversary of 
his agency with one of his first clients, Duane Jones, 
left, and his secretary, Vera Whelpley, look up from a 
chat with L. J. Gumpert, sales director of B. T. Babbitt 
Co., New York. The party was held March 15 in 
New York for all staff members of the Duane Jones 
Co., which now handles advertising for 55 products 
of 26 clients. 


USE COMPANY PLANE—Executives of Camfield Mfg. Co., Grand Haven, 

Mich., dodge transportation tie-ups by using the company's own plane for 

business trips. Edward L. Taylor, general sales manager and partner, is shown 
boarding the plane, as he shakes hands with E. A. Rood Jr., ad manager. 


work for Henri, Hurst, reported getting a letter recently from her 
husband, stationed with the Seventh Army, saying that King Leo- 
pold “duly admired” some McCullough artwork and layouts and 
other ads that he looked at in a copy of Life on a trip from Ger- 
many to Switzerland... 

Irma Ericsson, Shulton’s ad mgr., is combining pleasure with the 
business of promoting toiletries and perfumes in a trip to Bermuda, 
begun via Pan-American Airlines March 23. . . Irving E. Rogers, 
pres. of Eagle-Tribune Publishing Co. and of WLAW, Lawrence, 
Mass., has been nominated for the state advisory council, div. of 
employment security. . . 

Bill Treadwell and Jerome Dreifuss, publicity mgr. and fashion 
ed., respectively, of True, will have new books off the presses this 
month. Bill’s book, entitled “Big Book of Swing,” covers the whole 
field of swing music and is being published by Cambridge House. 
Jerome’s is a novel, described as a fantasy, entitled “Furlough 
from Heaven,” and is being published by Crown Publisher. Both 
have written earlier books. . . 
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PEOPLE WHO THINK AHEAD READ COLLIER’S 


Upright and fearless in editorial policy . .. modern, educational 


and entertaining in features and fiction, Collier’s has a hand in 
shaping America’s future. Now more than ever before, the readers 
of Collier’s are thinking ahead with the magazine of progress. 
They are anxious for new and better things, and today American 
cash reserves per family are the highest in the world. There is 
money for new clothing, new furniture, new homes, new gadgets, 
more complete health supplies. Tables will be “better set’’ and 
luxury items will assume the status of necessities. Whose products 
will they buy? Market studies always establish this fact: that 
people who think ahead buy the products of advertisers who 
think ahead with them. They are the real partners in progress: 


ADVERTISERS WHO THINK AHEAD USE COLLIER’S 


Ninety-nine chances out of a hundred, no formal sales agreement is signed 


when Mr. or Mrs. America buys an advertised product. Yet a very definite 
agreement does exist between customer and advertiser—one wanted, the 
other bad, and the right medium brought them together in a meeting of 
minds. For over fifty years, Collier’s has helped to build a fuller, richer life 
for all Americans through a policy of progressive leadership. Thinking 
ahead, year after year, Collier’s becomes the connecting link between adver- 
tisers and American families with an eye to the future—men and women who 
are working to make their wishes for tomorrow the realities of today. That’s 


why advertisers in Collier’s are partners in progress—why today, more 


than ever before, they depend on Collier’s for action. 


ollier'’s 
Thinks teead 
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Distillers’ Allocations 
Questioned in House 
Washington, March 28.—Con- 
tinued production of liquor has be- 
come a delicate point here, with 
supporters of the food conservation 
campaign alarmed by the fact that 
distilleries are permitted to op- 
erate well above their prewar rate. 
While the actual production rate 
for distilled spirits under March 
“conservation restrictions” will 
not be available from the Bureau 
of Internal Revenue until late in 
April, Rep. Jerry Voorhis (D-Cal.), 
by no means a dry, told the 
House Monday that it will prob- 


By STANLEY E. COHEN, Washington Edit 


| tt was noted that 
| Sioners participated.” 
| & 

| 
| 


|this year, 


} 


“all commis- 


, * 

Attempting to get most of the 
surplus property selling job done 
Lt. Gen. Edmund B. 
Gregory, who “activated” the new, 


‘independent War Assets Adminis- 
|tration this week, has 


increased 


‘rocking along at a rate of 300,000,- |the authority of regional repre- 
000 gallons a year before the con- {sentatives to make fixed price 
servation program hit them, but |52/¢s up to $1,000,000 without con- 


| 
| 


considering that 150,000,000 gal-_ 


sulting Washington, and negotiate 


lons was a good prewar year, Rep. Sales up to $100,000 on their own. 


Voorhis and many others think 
that the Agriculture Department 
should have been less generous, at 
least until the new wheat crop is 
in this summer. 
Bo * 

In trying to make itself act and 
look more like a court of law, as 
demanded in recent Congressional 


hearings on the Reece Bill, FTC’s 
newest reform is to designate the | 
line-up of participating commis- | 
sioners in announcing its decisions. | 


Anxious to cut red tape, and sell 
while the market remains, Gen- 
eral Gregory is setting up 1,200 
site sales, where buyers can come 
in and do business without going 
through the red tape previously 
involved in ordering by mail. 
* ue * 


Stabilization Chief Chester 


| Bowles, it is assumed here, will be 


in the running for political office, 
probably this fall. Questioned re- 
cently about rumors that he would 


ably run at the rate of 260,000,000 Two actions this week were 3-0 be Democratic candidate for gov- 
‘rulings, with two commissioners ernor or senator from Connecticut, 
It is true that distilleries were “not participating.” In a third case |Mr. Bowles said that he wanted to 


gallons a year. 


finish the stabilization job, but 
that he would be available for fur- 
\ther public service, since he does 
not intend to go back into busi- 
ness. 
oe ae te 

Under Secretary of Commerce 
Al Schindler objects to the “spon- 
sorship” of Department of Com- 
merce studies by companies and 
corporations. Noting, for example, 
that the Commerce study of state 
advertising laws is available only 
in a privately printed edition, he 
says department reports ought to 
appear under the imprint of Com- 
merce, or at least as industry- 
wide projects which cannot be 
credited to a particular firm or 
publication. 


Now that Philco has decided to 
withdraw its application for a 
Washington “downstairs” television 
license, and the FCC no longer has 
the headache of assigning 4 chan- 
nels to 5 applicants, the way is 
clear for DuMont to get the dis- 
puted fourth channel. As cost in- 


formation accumulates, and color 


It's FREE! It's NEW! 


It's USEFUL! 


SEND for this colorful new 
Decal Sign Book. ..MOW! 


Unavoidably delayed in production, 
Meyercord’s full color Decal Sign 
Ad-Visor, according to present 
schedules, will be available in lim- 
ited quantities for early Spring 
Be sure to reserve 
your copy now! It’s packed with 
suggestions and ideas for product 
promotion and dealer identifica- 
tion. See where and how America’s 
leading advertisers use Decal point- 


distribution. 


dozens of 


“sidewalk 


the Decal 


of-sale signs. The Ad-Visor suggests 


treatments for hundreds of prod- 
ucts. Learn how you can cash in on 


traffic’ sales possibilities with 
colorful, lasting, low cost Meyer- 
cord Decals. Reserve your copy of 


requests w 
received. Please address Dept. 39-4, 


unusual designs and 


circulation” and ‘‘store 


Sign Ad-Visor now. All 
ill be filled in the order 


The Meyercord Co. 
offers a complete library 
of literature on Decal 
nameplates, Decal prod- 
uct decorations, Truck 
Decals, as well as Decal 
advertising signs. Your 
requests are invited. 


Advertising Age, April 1, 1946 


television approaches reality, about 
20 “black and white” applicants 
have withdrawn from the televi- 
sion race. 

Life became simpler for the 
National Association of Real 
Estate Boards this week, when it 
found a way to combine its lobby- 
ing against current rent control, 
and the threat of ceiling prices on 
speculative resale of homes and 
building lots. Discovering some 
Jan. 11 correspondence between 
the then OPA Chief Bowles and 
Wilson Wyatt, then a newcomer to 
Washington, NAREB has decided 
the Wyatt housing program is ac- 
tually a ‘“Bowl-ed Plan’’—the 
mechanism of the same “devil” 
who is interfering with higher rent. 


FCC-—‘Agencies 
Got $19,400,000 
from Nets in 45’ 


Washington, March 27.—The 
FCC estimated today on the basis 
of preliminary reports that ap- 
proximately $19,398,273 was paid 
in commissions to advertising 
agencies during 1945, out of $128,- 
533,216 of revenue received by the 
‘four major networks. 
| The remaining $109,134,943 in 
net time sales was divided between 
‘payments of $57,398,609 to affil- 
‘iates and a balance of $51,736,334 
retained by the networks. 


32 Net Stations Added 


| On the basis of the preliminary 
‘figures, total major network sales 
increased only 1.7% over the 1944 
'total of $126,330,491—the smallest 
increase in the recent series of 
record years. 

FCC also noted that payments 
to affiliates had decreased 2.6% 
from the ’44 total of $58,900,856, 
and that the balance retained by 
the networks had increased 6.6% 
from the total of $48,537,428 re- 
ported for 1944. 

During 1945 the number of 
affiliates increased from 730 to 
762, with Mutual bringing its total 
to 267 by adding 23; CBS adding 
eight for a total of 151; American 
losing two, to drop. to 192, and 
NBC picking up three for a total 
of 152. 


Norge Names Law, Bridge 


W. S. Law, recently discharged 
from the Army air forces and prior 
to that sales manager of the Norge 
appliance division of Reinhardt 
Bros. Company, Minneapolis, has 
been appointed manager of re- 
frigeration sales for the Norge di- 
vision of Borg-Warner Corpora- 
tion, Detroit. He succeeds E. R. 
Bridge, who has been named mer- 
chandise manager. . 


Fenton Joins Bendix 


Jack M. Fenton, who formerly 
managed department store sales 
for Westinghouse Electric Supply 
Company, San _ Francisco, has 
joined the executive sales staff of 
Bendix Home Appliances, South 
Bend, as manager of the depart- 
ment store division. 


RIDDER-JOHNS, INC. 


is pleased to announce 
the appointment of 


EDWIN C. HEDEKIN 


as manager of their 
Detroit office 
850 Penobscot Bldg. 


Detroit 26, Michigan 
Cadillac 4039-4040 


Representing: 
St. Paul Pioneer Press 
St. Paul Dispatch 
Duluth Herald 
Duluth News-Tribune 
Grand Forks Herald 


Aberdeen American-News 
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... like California without the 


BILLION DOLLAR VALLEY OF THE BEES 


This is California’s great 
Inland Market...the Valley 
of the Bees... where The 
Fresno Bee, The Modesto 
Bee, and The Sacramento 
Bee give 81% coverage of 
$134 billions buying 
power™ 


Francise ° 


THE CACDAMENTO REPS HOME. 
DELIVERED to 94 out of every 100 
‘ families in the ABC city zone 

wes nar a offers 91% 
coverage in ABC city zone; 57% 
of trading area. 


Tht ee ace with largest 
ciktUlafion between San Francisco 
and Los Angeles, gives 90% cov- 
erage in ABC city zone 


Sales Management's 1945 
Copyrighted Survey 


PASSSSHSSSHEHSSHESESE CESSES EE EEE ESE RE HERES CHEESE EEE TEES ESE RES R SHEE S EERE E eee Eee 


SUALIZE 1,200,000 people in a fertile, 500-mile valley, hemmed in by 

high mountains. Equip these people with a total Effective Buying Income 
of 1% billions... and a habit of spending 34% more at retail than the 
average U. S. citizen. 

That's a quick idea of the great INLAND California market—the Billion 
Dollar Valley of the Bees. 

Valley people are isolated, by geography and by natural interest, from 
the influence of far-away Coast newspapers . . . just as Philadelphia papers 
have little appeal to New Yorkers. So how do you talk to Valley people 
most effectively? 

Advertising in LOCAL papers is the time-tested method. And that means 
the three McClatchy newspapers—The Sacramento Bee, The Modesto Bee, 
and The Fresno Bee. This trio circulates in an area containing 83% of that 
population ... where 88% of all the Valley's retail sales are made. No 
other papers get into as many Valley homes. 


THE SACRAMENTO BEE - THE MODESTO BEE - THE FRESNO BEE 


-_——- 


MCCLATCHY y NEWSPAPERS 


National representatives... O'MARA & ORMSBEE, INC. 
New York « Los Angeles + Detroit « Chicago « San Francisco 
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People Sans Video 
Sets Now, Prefer 
Color, CBS Finds 


New York, March 27.—Persons 
who do not own television sets 
are willing to pay even more for 
color video than are present set 
owners, Frank Stanton, president 
of CBS, reports, following the net- 
work’s second public opinion sur- 
vey in the New York area on color 
vs. black and white television 
(AA, March 11). 

To the question of how much 
more they would be willing to 
pay for color sets, the non-set 
owners gave a median reply of 
48% more for a color receiver 
with an 8x10” picture than for 
an equivalent black and white set. 
Set owners gave a median reply of 
34% more. 

The non-set group, comprising 
101 persons, would also pay 40% 
more for a 16x22” color picture 


|as compared to a median of 28% 
|more for set owners (group con- 
| sisting of 90 present owners). 

Mr. Stanton said the latest study 
showed that seven out of ten peo- 
ple who do not have sets and who 
plan to buy them are willing to 
wait from one year to “indefi- 
nitely” for color television even 
after black and white sets are on 
the market. Only 7.9% (as com- 
pared with 12% of the set owners) 
admitted to being ‘completely 
satisfied with the television now 
being broadcast.” 


Gardner Announces New 
Merchandise Division 

Gardner Displays Company, 
Pittsburgh, has inaugurated a new 
merchandise division offering a 
complete service of visual promo- 
tion for the manufacturer of con- 
sumers’ products. 

Analysis, planning, development, 
design, production and distribution 
are included in the services of the 
new division which will be headed 
by Horace A. Franklin, recently 


Pittsburgh Bank 
Copy Explains 
How Banks Work 


Pittsburgh, March 27.—The 
Union Trust Company here has 


advertising campaign, to run 
throughout 1946 in the Pittsburgh 
Post-Gazette, Press and Sun Tele- 
graph on a weekly basis and in the 
Chicago Journal of Commerce and 
Wall Street Journal on a monthly 
basis. 

The campaign, consisting of 10x 
14-inch insertions, is designed to 
advertise the service of banking in 
general to the community. A pub- 
lic relations job, it explains bank- 
ing principles not generally recog- 
nized or understood by the public. 
Each ad relates the commercial 
bank to the life of the community 
in terms of employment and com- 
mercial growth. A_ pictograph 
technique is used in each, and copy 


launched an unusual institutional. 


$< hae, BBO nat: 


|lay terms. 
| The national financial 
drive is used to familiarize bank- 


here. Reprints are being mailed 
to a wide list of bankers and other 
interested groups. The ads are 
prepared by Fuller & Smith & Ross, 
Cleveland. ‘ 


Spiegel Buys New Store 

Spiegel, Inc., Chicago mail order 
house, has purchased Stoehr & 
Fister Furniture Company, Scran- 
ton, Pa., as an addition to its 
more than 100 retail stores 
throughout the country. Spiegel 
retail furniture holdings now in- 
clude four stores in Chicago, one 
in Oklahoma City, one in Phoenix, 
and one in Greensboro, N. C. 


Form King Ad Services 


Donald D. King has resigned as 
assistant editor of Construction 
Methods to head his own organi- 
zation, King Advertising Services, 
160 Fifth Ave., New York. The 
company will specialize in indus- 


paper 


ers with the public service series | 


\ 


Advertising Age, April 1, 1946 


-- oodles of 
noodles 
3 a= e 


That's what you'll say when you open a 
_jar of delicious, rich... 


LYNDEN CHICKEN & eousss 


or one of equally gi 


LYNDEN TURKEY & NOODLES 
Whichever kind of meat you prefer —chicken 
or turkey, you'll find its fine, satisfying flavor 
in one of these delectable dishes. 


Use these wholesome foods to add variety 
to your meals. Serve them often. 


MEAL IN ITSELF —SERVES 4 to 6 
8 tablespoons shortening | jor [16-o2.] Lynden Egg 
Noodles & Chicken or Turkey 
1 cup milk 2 hard-cooked eggs, sliced 
1 cup cooked peas 
1 cup buttered crocker crumbs 


receiver than for black and white! released from the Army. explains banking fundamentals in| trial advertising. 


Melt shortening in saucepan. Blend jin flour. Add milk 
grodvally, stirring constantly. Add seasonings. Cook until 
thickened, about 5 minutes, stirring constantly. Add Lynden 
Egg Noodles & Chicken or Turkey, sliced eggs ond pecs. 
Turn into greased casserole and sprinkle top with crumbs. 
Boke ot 375° F. 40 to 50 minutes. 


taste-tested 
recipe 


Lynden Canning 
Kitchens 


RECIPE COPY—This is one of a new 

series of ads for chicken and noodles 

and turkey and noodles packed by 

Lynden Canning Kitchens, placed by 

Pacific National Advertising Agency, 
Seattle. 


11 FM Channels in 
Washington Approved 


The FCC has approved eight of 
11 pending applications for Wash- 
ington’s 11 FM channels, holding 
back three applications to leave 
the way open for newcomers who 
may wish to compete for the re- 
maining frequencies, 

FCC approved the requests of 
all the participating standard sta- 
tions except WWDC, which had 
also lost out in proposed television 
grants a few weeks ago. Among 
the successful candidates are 
the Washington Star, operator of 
WMAL, an ABC station; the Wash- 
ington Post, operator of WINX; 
NBC, operator of WRC, and the 
Cowles Broadcasting Company, 
operator of WOL, a Mutual station. 


Orton Issues New Book | 
Orton Crane & Shovel Company, 


o—_—__—__e— 


: Get that plumber on 2nd 
Street. What's his name? 
Begins with an M. 


PEG (looking in the Classified 
‘ Telephone Directory): Plum- 
ber? 2nd Street. There’s a 


ey 
y 
a 
i 


Moran on 2nd Street. Chicago, designer and manufac- 

turer of full-revolving cranes, has 

yy TOM: That's it—M issued a 24 page, board cover book, 
, 3 ats if— Moran. 


“Moving Materials from Here to 
There,” containing case histories 
of materials-handling problems in 
different fields and suggested 
methods of increasing efficiency 
i 2 ge is 3 P wih nati of present loading and unloading 
* . nana ' —— — — ' systems. 


Buys Solenoid Division 
Allied Control Valve Company, 
South Norwalk, Conn., has pur- 
chased the Solenoid division of 
Henry Valve Company, Chicago. 


Tom couldn’t quite remember that plumber’s 
name. But when he heard it, he recognized it. 


<> ee ee 
& CANNOT BE SOLD 
FROM THE OUTSIDE 


This illustrates one of many ways in which 
the Classified section of the Telephone Direc- 
tory is useful. This use is mentioned again 
and again in surveys made among telephone 
subscribers—whether they need a plumber, a 
roofer, a vacuum cleaner service man, an 
office furniture dealer, a furrier. 


Concentrated Circulation! 


92% of the Times 14,270 ABC 
circulation is home-carrier-deliv- 
ered with a 73% Bayonne family 
subscription. Get your story into 
a majority of the homes six 
evenings every week. 


THE (BAYONNE TIMES 


NEW JERSEY 


BOGNER & MARTIN 
Sales Representatives 


CHICAGO 


The Classified helps also when people want 
to find trade-marked products and 
services. It is America’s popular ref- 
erence guide. 


NEW. YORK 
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PPovocative thought: 


...the most effective advertising costs 
an advertiser no more, in terms of agency 


service, than the least effective kind. 


YOUNG & RUBICAM, INC. apverrisinc 


New York, Chicago, Detroit, San Francisco, Hollywood, Montreal, Toronto, Mexico City, London 
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U.S. Reduction 
Changes Media to 


Aid Customers 


Chicago, March 27.—U. S. Re- 
duction Company, maker of alumi- 
num alloys, has shifted from a 
trade publication campaign, di- 
rected to its foundry customers, 
to a drive in national business 
magazines designed to build busi- 
ness for its customers, 

The new campaign consists of 


Your Entrance to the | 
$4 Billion Medical Market | 


In his perpetual battle against 
disease, the doctor's word is 
law. He influences the buying 
habits of virtually every Amer- 
ican family in the purchase of 


viously, the doctor -| 
specifies those prod- 
ucts with which he = ©* ’ 
is most familiar. This familariity 
comes t> hin through MODERN 


, foods, clothing, etc. Ob- MEDICINE. full-page four-color insertions in 
— ‘ - : Business Week, Fortune, Nation’s 
Reaches Every Doctor ... Every Month Business, Newsweek and Time. 


Chief purpose of the campaign is 
to induce manufacturers of ap- 
pliances and other consumer prod- 
ucts to use aluminum in their pro- 
duction, and to have them buy 


from sheet mills and other com- 
panies that use USCO aluminum 


ingots. Copy points out that 
USCO engineers “are at your 
service” to help in design and 


other problems. 
Goldman & Gross handles the 
account. 


‘Banking’ Moves Offices 


Banking, the journal of the 
American Bankers Association, has 
moved to new headquarters at 12 
E. 36th St., New York. 


1946 ‘Gold Book’ Lists 
Apparel, Fabric Firms 
Reporter Publications, Inc., New 
York, will publish on April 10 its 
1946 “Gold Book,” listing about 
50,000 manufacturers of men’s, 
women’s, children’s and infant’s 


HEADLINES 
HEADLINERS 


No. 18 in a series 


: Wr a “ 


HE vital field of electronics is becoming more and more a 
force of influence in the nation’s business and industry. 
To keep ourselves constantly abreast of the developments 
in this field and allied industries, |, and many of my asso- 


~— 

Strike Cry, 
Detroit People Unions, 
Companies Li Ving Off | 
inan | 


Journal. That's why this national daily is “must’’ reading for oe : 


Industrial 
—— re J pose. seat 
Sn], Weehtnaten Wire = for 1946 
———— for 1946 
| +e ently a C10 Toys W ith Idea of 


The ONLY National Business Daily 


Published simultaneously on both coasts 


; DON G. MITCHELL, Executive Vice President, Sylvania Electric Products Inc. 


ciates, have found The Wall Street Journal the publication 
that serves our interests to the best advantage. We look to 
the Journal to keep us completely informed daily of the 
changes affecting the business world.” 
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Advertising Age, April 1, 1946 


apparel and fabric manufacturers, 
classified by trades and cities. 

The book, which sells for $2, 
also lists brand and trade names 
used in the various industries, in- 
cluding one in the field of men’s 
toiletries. 


Appoints Hargrove 

Frank H. Hargrove, formerly 
production supervisor of the mo- 
tion picture department of J. Wal- 
ter Thompson Company, has been 
appointed director of the newly 
created advertising agency serv- 
ice department of Films for In- 
dustry, New York. He will act as 
liaison between the _ producing 
company and the _ advertising 
agency and its clients. 


Elects P. L. O. Smith 


P. L. O. Smith, with Standard 
Milling Company, Chicago, for 
many years, has been elected vice- 
president in charge of sales and 
advertising of the grocery prod- 
ucts division. All family flour 
sales to the grocery trade will 
come under his direction, including 
those of Ceresota, Aristos and 
Heckers’ Superlative. 


- 
(NO. 4 IN A SERIES) 


The 
Atpany Story 


~ 


Trade and Travel 
‘Focal Point 


The hub of the Albany Market, 
located on the west bank of the 
Hudson, Albany is one of the 
most strategically located cities 


in the U. S. East to Boston— 
West to Buffalo and the Great 
Lakes—North to Adirondack re- 
sorts and Montreal—South to New 
York. The eastern terminus of the 
New York State Barge Canal. 


A Seaport : 


Port of Albany, I'/2 miles of wa- 
terfront, connects the city with 
every port in the world. 


A River Port 


Terminus of the Hudson River Day 
Line and other lines running from 


New York City. 


A Rail Center 


Served by six major rail lines and 


several major bus lines. Over 
750,000 tourists visit Albany yearly. 
ALBANY IS 


“BEST FOR YOUR TEST" 


The Times-Union is read by over 
47,000 families each morning, and 
over 96,000 families each Sunday. 


mee) 

. IES: NON 
A HEARST NEWSPAPER 
Represented Nationally by 


HEARST 
ADVERTISING SERVICE 
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The Hearst Newspapers have 


always stood for Americanized and better 


POPULAR EDUCATION 


| HANE GOT To PAY 


MOE TO FILL 
THOSE SHOES 


PT INis WE 


NEW YORK AMERICAN, MARCH 23, 1927 


“Whatever is right can be achieved through 
the irresistible power of awakened and in- 
formed public opinion. Our object, there- 
fore, is not to enquire whether a thing can be 
done, but whether it ought to be done, and 
if it ought to be done, to so exert the forces 
of publicity that public opinion will compel 


it to be done.”’ 


Wyte a 


In 1899 the Hearst Newspapers called for develop- 
ment of the nation’s public school systems as a basic 


part of their American internal policy. 


In 1910 the Hearst Newspapers introduced the Boy 
Scouts to America; and ever since they have spon- 
sored the organization as an aid to education and 


character training. 


In 1918 the Hearst Newspapers pointed out that the 
hope of democracy lies in education and that our 


educators are the torch-bearers of democracy. 


In 1928 the Hearst Newspapers urged increased pop- 
ular education to combat the crime wave which then 


was sweeping America. 


In 1929 the Hearst Newspapers urged that our 
schools employ the best teachers available and pay 


them the best possible compensation. 


In 1934 the Hearst Newspapers strongly attacked 


the growth of Communism in our schools and colleges. 


In 1944 the Hearst Newspapers attacked “progres- 
sive education” for its lax discipline and fostering of 
juvenile delinquency; in the same year they called 
for a return to factual learning with special stress on 


American History. 


In 1945 the Hearst Newspapers exposed the dis- 


graceful obsolescence of school buildings in New York 


City and elsewhere in our country. 
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Sherwin-Williams 
Sues Over Patent 
on Herbicides 


Wilmington, Del., March 26.— 
The Sherwin - Williams Company, 
Cleveland, has filed suit in U. S. 


district court here against the|day and 1,000 night on 580 ke., is 
American Chemical Paint Com-|owned by 


pany, Ambler, Pa. 


Stating that the Sherwin-Wil- 


liams Company manufactures a 
wetting agent and other ingredi- 
ents used as herbicides for weeds 
and other undesirable growing 
plants, the complaint asks that 
patents held by the American 
Chemical Paint Company be de- 
clared invalid and the defendant 
be enjoined from bringing or 
threatening to bring suit against 
the plaintiff. 


Sherwin - Williams recently) 


launched a campaign in 21 na- 
tional consumer magazines and 
newspapers advertising a product 
called Weed-No-More, for spray- 
ing lawns (AA, Feb. 11). 


Three Stations Join MBS 
c 


| KEY, Toronto (formerly 
‘CKCL), WMTG, Montgomery, 
|Ala., and a new station in Savan- 
jnah, Ga., whose call letters have 
not been assigned, are joining 
Mutual Broadcasting Syste m, 
|bringing the network’s total to 
| 296. 

CKEY, operating on 5,000 watts 


Toronto Broadcasting 
|Company, and will be available to 
|MBS advertisers April 1. WMTG, 
ready for operation May 1 on 800 
/ke., 1,000 watts, daytime only, is 
|owned by the Dixie Broadcasting 
Company, and the Savannah sta- 
tion, owned by Carter C. Peterson, 
is expected to go on the air June 1 
on 250 watts, 1450 ke. 


MBS Sales Names Two 


John R. Overall, of the sales 
staff of MBS, has been named a 
division sales manager in the New 
York office of the network. Join- 
ing Mutual sales in New York 
following recent discharge from 
the Army air forces is Robert 
Archer, before the war with the 


York, is ¢ 


SEAFORTH CASTLE—Alfred D. McKelvy Co. is scheduling 
extensive campaigns for Father's Day, 
in national magazines for Seaforth to 
full-color miniature reproduction of an 


out windows in which Seaforth jugs may be shown. Morse International, New 


one of its most 
using color and black and white space 
iletries for men. This new display is a 
old Scotch castle, constructed with cut 


he agency. 


‘AS Liquor Sales 
at $7.8 Billion, 
Commerce Reports 


Washington, March 27.—Con- 
sumption of distilled spirits and 
wines equalled the all-time “highs” 
of 1942 last year, and expenditures 
for all alcoholic beverages were 
up 9% over 1944, the Department 
of Commerce reported last week. 

More than half the total outlay 
of $7.8 billion was for distilled 
spirits, 190,000,000 gallons of which 
were consumed, This exceeded the 
"44 consumption of whiskies and 


Curtis Buys Plant 


Helene Curtis Industries, maker 
of products for the beauty shop, 
has purchased the Bendix Aviation 
plant, 505 Sacramento Blvd., Chi- 
cago, from the War Assets Cor- 


Fram Corporation, Providence. 


poration for $2,156,250. 


MacNamee Joins Arrow 


Richard D. MacNamee, recently 
released from the Navy and for- 
mer production manager with 
CBS, has been appointed radio di- 
rector of Arrow’ Advertising 
Agency, New York. 
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TIME Atlanti 


Ove rsee 


Circulating throughout Great Britain and the Continent, this 
new, full-size edition brings TIME Overseas advertising to 
more readers in more markets more swiftly than ever before. 


TIME-LIFE 2einaiional 


9 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 


Overseas 


TIME Pacific 


imerican 


TIME Latin 


the like by 23,000,000 gallons. The 
department attributes the increase 
largely to an improved supply sit- 
uation resulting from production 
“holidays” in January and July, 
1945. 


Stocks No Higher 


Beer sales last year amounted 
to 81,000,000 barrels, slightly more 
than in ’44. An increase in con- 
sumption of packaged beer offset 
a slight decline in draught beer. 
With grapes again available for 
wine, wine sales rose 11,000,000 
gallons to 110,000,000 gallons in 
45. 

At the end of the year, stocks 
of liquor in bond were still 150,- 
000,000 gallons below their nor- 
mal prewar level of 425,000,000 
gallons. Commerce estimates in- 
ventories will not be restored for 
three years. 

The report shows that consump- 
tion of distilled spirits increased 
from 58,000,000 gallons in 1934 to 
122,000,000 in °36 and gradually 
increased to 190,000,000 in ’42. 
Consumption dropped to 146,000,- 
000 gallons in ’43. Wine consump- 
tion, at 33,000,000 gallons in 1934, 
gradually and _ consistently in- 
creased to a peak of 133,000,000 
gallons in ’42, later dropping to 
98,000,000 and 99,000,000 in ’43 
and ’°44. 


Packaged Beer Gains 


From 1934 through 1939, draft 
beer outsold packaged beer. By 
1940, when beer sales totaled 52,- 
000,000 barrels, packaged! beer took 
the lead that it since has held and 
increased each year. About 64% 
of beer sold in 1945 was packaged. 
The new government restrictions 
on use of grain are expected to cut 
beer sales in 1946 to about 56,000,- 
000 barrels. Schlitz Brewing Com- 
pany, Milwaukee, has revealed it 
will accept no new customers and 
will make 30% reduction in de- 
liveries to taverns and distributors, 
a practice other brewers are ex- 
pected to adopt. 


Ups Canadian Ad Budget 
Andrew Jergens Company, 
Perth, Ont., has increased its Can- 
adian advertising budget approxi- 
mately 10% this year. National 
Magazines, weekend papers and 
newspapers will be used. 


PARDON US 


Some New Customers 
Are Waiting For You 


if your business is something 
to eat or drink 


... or something to wear, or just 
about anything. Here’s a market 
that really responds to the “invi- 
tation to buy.” For the Negro 
looks to his race press with con- 
fidence and loyalty. Your adver- 


TIME Canadian 


tising in these papers can win 
the response and regular patron- 
age of this 7 billion dollar mar- 
ket. Get the facts on some of the 
success stories built by advertis- 
ing in this live field. Drop a let- 
ter or post card today to 


Interstate United Newspapers, Inc, 
545 FIFTH AVENUE, NEW YORK 
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IN DRUG TOPICS 
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Nielsen Measures NY Area 
with WOR 1st Local Client 


380 Audimeters Show 
Listening in 322 
of NY's Radio Homes 


New York, March 28.—First evi- 
dence of the radio audience meas- 
urement work the A. C. Nielsen 
Company has been conducting 
since May, 1945, in the New York 
area was shown this week by 
WOR, Nielsen’s first station client 
in this area. 

The area embraces 75 counties, 
including 16 in New York, 37 in 
Pennsylvania, 18 in New Jersey 
and four in Connecticut, with radio 
homes therein totaling 4,450,000. 
Nielsen ‘bases his findings on the 
records of 380 Audimeters placed 
in 322 radio homes. Field installa- 
tion work was begun last May, 
and the findings shown by WOR 
cover October through December. 


Measures Four Stations 


Presentation of the Nielsen fig- 
ures shows the number of times 
individual sets in the radio homes 
were tuned to WOR and the three 
other New York network outlets 
for each quarter-hour period in 
“any given week.” WOR’s sub- 
scription to the Nielsen Radio In- 
dex covers findings for the first 
and third week each month. 

Once a year, Nielsen’s New 
York area index also provides 
findings for the four largest in- 
dependent stations in the city. 

Divided into three sections, the 
presentation shows the number of 
days the station was listened to in 
the “given week” from 6 a.m. to 
12 midnight. Secondly, the hours 
it was listened to for the same 
time period, and finally, the num- 
ber of homes reached by the sta- 
tion at least once in the “given 
week.” In all three cases, the 
figures are broken down into day 
and night listening, or for the 
period 6 a.m. to 6 p.m., and 6 p.m. 
to 12 midnight. 


Show Daily Trends 


Further charts, which WOR feels 
are particularly useful to the pro- 
gramming department, cover a 
typical weekday, Saturday or Sun- 
day breakdown of listening to the 
four network outlets, as well as 
Monday through Friday trends. All 


Print it in 
the West | 
FOR WESTERN 


DISTRIBUTION 


%& Los Angeles 


Flying us the copy, layouts, mats 
or plates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 


are divided into time periods, as 
for example, 6-10 am. or 2-6 
p.m., for comparison- purposes. 

The Nielsen all-day measure- 
ment in the New York area of 
322 radio homes per minute for 
one quarter-hour program con- 
trasts with Hooper’s coincidental 
measurement of 100 homes, CAB’s 
coincidental on 135 homes, and, 
finally, with the 300-home figure 
attained by the Pulse of New 
York, an entirely local research 
firm, which uses the “recall” 
method and is therefore subject 
to the fallibility of the human 
memory. 

Reports on Home Reached 

In the third category of the 
Nielsen report for WOR—that is, 


the number of homes reached at 
least once in “any given week”— 


from 6 a.m. to midnight in par- 
ticular weeks during October and 
November, 1945, WOR found it 
reached 2,759,000 of the total 4,- 
450,000 radio homes in the area. 
Each of those 2,759,000 homes was 
tuned to WOR on an average of 
two hours and 59 minutes a week 
between 6 a.m. and 12 midnight, 
thus giving WOR a “delivery 
total” of 493,861,000 minutes a 
week. 

WOR plans to show the first 
Nielsen findings for the New York 
area to advertisers and their agen- 
cies, of course, but it also wants 
to present them to WEAF, WJZ 
and WABC in the interest of their 
subscribing to the service and thus 
lowering the over-all cost. 

Except for “pilot” studies of 
listening in the Cincinnati area 
for WLW, measurement by Niel- 
sen of the New York area is the 
company’s first of a section where 
competitive listening is of prime 
importance. 

WOR and WLW are the only 
station subscribers in Nielsen’s list 
of 51 Radio Index clients. There 
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WINNER —This display-container for 
Rayve shampoo, made by American 
Coating Mills, Elkhart, Ind., won one 
of six certificates of merit at the re- 
cent Chicago convention of the Fold- 
ing Paper Box Association of America. 
The roll top of the carton permits full 
view of the product. 


are 24 advertiser-media clients al- 
together, and 27 agency clients. 


Pilkington Names Hagon 


W. A. Hagon has been named 
advertising manager for Pilkington 


Brothers, glass products, Toronto. 
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Offers Premiums With . 
Supporting Sales Material 


Advertising Ingenuities is the 
name of a recently formed com- 
pany at 111 W. Washington St., 
Chicago, which makes child and 
adult premiums in plastic, glass 
and metal, styled as give-away or 
self-liquidating premiums, com- 
bined with supporting script and 
sales material for television, radio, 
magazine and newspaper cover- 
age; also, point of purchase units 
such as pennants, posters and 
third dimensional displays. 

Juvenile books with changeable 
scenes and characters are also of- 
fered by the company. 


Gillette Signs Derby 


For the seventh consecutive 
year, Gillette Safety Razor Com- 
pany, Boston, will sponsor a de- 
scription of the Kentucky Derby, 
the broadcast to be heard May 4 
on CBS, on CBC and in the Ha- 
waiian Islands. The 72nd running 
of the Derby at Churchill Downs 
will be heard 6-6:30 p.m., EST. 
Gillette’s agency is Maxon, Inc., 
New York. 


W. M. Cotton has the pleasure 


to announce publication cf 


... the magazine for very young women... 


Every so often a natural comes along in the magazine field . .. born and bred to fill a specific need. 


This time, its name is DEB. The need for DEB was proved by thousands of interviews with American 
girls of high-school-through-college age. They told us what they want. They'll find it in DEB. 
You will find DEB the key to an initial and ever-growing market (first print order 300,000) 


among America’s smartest, up-and-coming girls. They’re the cream of the market, because 


everything about DEB is selective. Its very name, its higher price (25c), its smart good looks, its “High-Q” 


editorial pace . . . all will combine to guarantee the choicest readership advertisers have ever 


feasted eyes upon. Don't wait for your next media conference before taking up DEB. 


Better get a rate card right away, call a meeting, and get in the earliest possible issue. 


DEB will hit the 
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§. 0. of Indiana 
Markets Nationally 
Under One Brand 


Permalube Name, 
New Symbol Picked 
for All Outlets 


Chicago, March 26.— Standard 
Oil Company of Indiana will.mar- 
ket a product nationally under a 
common brand name for the first 
time this year, Dr. Robert E. Wil- 
son, chairman of the board, re- 
vealed today. 

The newcomer is Permalube, a 
premium motor oil incorporating 
wartime improvements, which will 
be introduced whenever tin plate 
is made available for canned oil. 

Outdoor posters will introduce 
the brand name widely in 40 states 


and the District of Columbia, 
served by the Indiana company 
and its marketing subsidaries— 
The American Oil Company, Lord 
Baltimore Filling Stations, Mexi- 
can Petroleum Corporation, Mex- 
ican Petroleum Corporation of 
Georgia, Pan American Petroleum 
Corporation and Utah Oil Refining 
Company. Standard and its sub- 
sidiaries do not sell on the Pacific 
Coast or in the southwest. 


Promotion Accelerated 


Dr. Wilson and A. W. Peake, 
president, unveiled the new prod- 
uct and revealed other marketing 
developments in a luncheon press 
conference called to explain the 
annual report for 1945. 

Reconverting quickly from car 
conservation advertising after V-J 
Day, Standard stepped up use of 
radio during 1945, sponsoring news 
commentators, news reports and 
sports events. Newspapers, radio 
and outdoor posters are corner- 
stones in Standard’s product pro- 
motion. 


A new oval service station 


identification sign, topped with a 
torch, was adopted in 1945 after a 
two-year study of hundreds of 
possible designs. Already ap- 
proved by three out of four mar- 
keting subsidiaries, it will serve 
as a common identifying symbol 
for all outlets offering the com- 
panies’ products when materials 
and labor permit distribution. 

Total sales in dollars advanced 
2% to $601,538,202 in 1945, despite 
abrupt curtailment of war busi- 
ness in August. Sales of auto- 
mobile tires and accessories ac- 
counted for almost half of the 
gain. 


More Retail Outlets 


The number of retail outlets 
served advanced from 25,995 on 
Dec. 31, 1944, to 27,765 at the end 
of. 1945, and is increasing steadily 
with the return of experienced 
veterans. Approximately $5,500,- 
000 was spent to improve market- 
ing facilities in 1945. 

Improvements in equipment and 
distribution methods include mod- 
ern devices for handling barrels 


and packages in warehouses and 
on trucks; metered barrel-filling 
devices; larger and more efficient 
trucks equipped with power 
pumping equipment to cut delivery 
costs, and new warehousing and 
storage methods. All companies 
will intensify farm and aviation 
sales activities this year. 


Amoco Sells Burners 


The American Oil Company, 
eastern seaboard subsidiary of 
Standard of Indiana, pioneered a 
significant departure Irom normal 
oil distribution practice during 
1945 in introducing Amoco oil 
burners. The annual report termed 
the oil burners “an important new 
item in the subsidiary’s enlarged 
sales program.” Although inde- 
pendent fuel oil distributors have 
hitherto sold nationally advertised 
oil burners to widen their fuel 
markets, placing an advertised 
gasoline or oil brand on burners 
has not been common. Kerosene 
stoves and lamps were once stand- 
ard items sold by the oil com- 
panies. Amoco will also soon add 
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The typical Deb Reader? ... 

she’s All America! In her teens or early twenties. / 
Unmarried, but definitely interested 

in boys, dates. y 


The Deb girl 


she’s a leader in her circle... 
bright, alert, eager 
to learn. 


may live in a city, a town, 
or on a farm. Wherever she lives, , 


She’s your daughter and mine, 
or the girl next door. She’s a 
great influence today, 
a tremendous power tomorrow. 
She’s just the girl you 
want to reach! 


create a market for life. DEB, 295 Madison Avenue, New York 17, N. Y. 


She has an allowance 
— or an income. 


She’s well-fed, well-clad, 
well-housed, plays an important part 


THE “DEB” OF TODAY RUNS THE FAMILY OF TOMORROW! 


in choosing the things she wants. 


She likes clothes, 
cosmetics and other 
things that attract 
Z compliments. And she 
7 wants to be up-to-the- 
minute in every respect. 


She doesn’t want people, or 
magazines to “talk down” 
to her. She’s definitely 
“somebody” and she 
means to be even more 
important from now on... 


Today’s American Girl knows what she wants, and moves heaven and earth to get it. 
Through her, merchandise of all kinds comes into the home. Reach her through a magazine that 


matches her personality . . . stay with her while her habits are forming, anc you 


35 


batteries and other accessories to 
the tires, tubes and spark plugs 
now sold through service stations. 

Standard Oil (Indiana), Amoco 
and Pan American are all mar- 
keting sprays containing DDT. 
Amoco plans to offer a full line of 
petroleum specialties, including 
floor wax, automobile polish, fur- 
niture polish and cattle spray. 

Dr. Wilson stated that Standard 
(Indiana) and its subsidiaries 
would not sell any products 
through its service stations that 
were not logical extensions of 
service to motorists, or petroleum 
derivatives. 

Earnings for 1945 were $3.29 per 
share, compared with $3.63, ad- 
justed figure for 1944. The an- 
nual dividend rate continues at 
$1.50. The company is planning 
to invest $150,000,000 in new pro- 
duction, transportation, research, 
manufacturing and marketing fa- 
cilities in 1946. 


Issues New Film Catalog 


Castle Films, Inc., New York, 
has issued a new catalog contain- 
ing a complete list of all U. S. 
government 16mm. sound films and 
35mm, film-strips, totaling 1,158. 
They include 466 motion pictures 
and 432 film-strips of the U. S. 
Office of Education, and training 
and educational films produced by 
the Navy, War Department, De- 
partment of Agriculture, and U. S. 
Public Health Service. All are 
available to schools and indus- 
tries. 


Carroll Named A. M. 


C. W. Carroll, formerly sales 
promotion manager for Standard 
Register Company, Dayton, and 
advertising manager for V. L. & A., 
Chicago, has been appointed to 
the newly created position of ad- 
vertising manager of NuTone, Inc., 
Chicago, manufacturer of door 
chimes and electric signal devices, 
The Chicago office of Erwin, Wasey 
& Co. handles the NuTone account. 


Hydrox Shifts Officers 


Lawrence H. Barrett, vice-presi- 
dent of Hydrox Corporation, Chi- 
cago, ice cream manufacturer, has 
been elected president of the com- 
pany. Other promotions announced 
are Karl D. Franke, formerly sales 
manager, vice-president; Raymond 
J. May, formerly comptroller, sec- 
retary, and Arthur E. Stephan, 
purchasing agent, treasurer. 


Names Lloyd Larson 


Lloyd Larson Advertising, Chi- 
cago, has been appointed to handle 
the account of Calcium Carbonate 
Company, Chicago. 
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This is one of a series of advertisements 
appearing in electrical trade publications. 
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IT PAYS TO 
HAVE THE POST 
PAVE THE WAY 
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Posters Wanted 


To the Editor: On Page 65 of the 
March 18 issue of ADVERTISING AGE 
is a reproduction of the advertise- 
ment or poster, which the bakery 
supply house, Chapman & Smith 
Company, Chicago, is using and 
willing to supply the bakery in- 
dustry and stores free of charge. 

We would like to receive 15 
copies of the poster, and we’re 
wondering if you will forward this 
letter to Chapman & Smith for us 
inasmuch as we do not have this 
company’s street address. Grocers 
and distributive trades in the 
Southeast are most willing to co- 
operate in the emergency famine 
program, and have expressed a 
need for posters. 

We thought we might send a 
sample poster to each of our state 
offices, which they might use in 
suggesting to bakers and others 


This department is a reader’s forum. Letters are welcome. 


ideas for preparing their own post- 
ers. Of course, if Chapman & 
Smith has a large supply of the 
posters, we would be glad to re- 
ceive a substantial number for 
answering trade requests for post- 
ers that our state offices are re- 
ceiving. 
ARTHUR W. SUSOTT, 
Chief, Information Service, 
Southern Area, Production 
and Marketing Administra- 
tion, United States Department 
of Agriculture, Atlanta. 


 ¥ F 


That Ad Manager 

To the Editor: I read with a 
great deal of interest the article 
in your March 4 issue entitled “Is 
Ad Manager an Office Boy or an 
Executive?” 

With your permission, I should 
like to reproduce the article in the 


next issue of the PUAA Bulletin 
—the official organ of the Public 
Utilities Advertising Association. 
Credit, of course, will be given 
ADVERTISING AGE and Grey Adver- 
tising Agency. 
E. N. Pope, 
Director, Advertising Depart- 
ment, Carolina Power & Light 
Company, Raleigh, N. C.; 
President, Public Utilities Ad- 
vertising Association. 
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Suggested Caption 

To the Editor: With reference to 
the Solventol ad reproduced on 
the first page of the second sec- 
tion, March 18 issue, may I sug- 
gest as a substitute caption, “One 
Down, Doubled, Vulnerable?” 

HAZEN H. Morse, 
Promotion Manager, New 
York World-Telegram. 
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“Starting today, Boggs, I’m making you president 
and I’m taking over the IOWA territory” 


Iowa is one territory without a reconversion 
problem! One territory in which a full sales 


potential and a fully integrated marketing 
set-up are ready for you! And it’s also one 
territory in which every line of advertising 
you run can be made to do double duty: De- 
liver your product to better than 70% of the 
urban homes throughout the state, and mer- 


chandise it to better than 70% of the retailers 


and wholesalers 
Des Moines Sunday Register. 


if you use The 


THE DES MOINES 
REGISTER ann [RIBUNE 


Covering Metropolitan Iowa 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA’S FIRST 20 CITIES 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York-Chicago-Detroit-Philadelphia 


HOW IT WORKS—This picture, taken 

when plans were being made for the 

Benton-illustrated Hiram Walker Impe- 

rial whisky ad, shows Thomas Hart Ben- 

ton outlining for David Lockwood, 

Foote, Cone & Belding art director, 
his idea for the painting. 


Tom Benton Asks 
‘Leeway’ for Artists 


To the Editor: Your last week’s 
issue carried a story about Thomas 
Hart Benton’s address to the Chi- 
cago Art Directors Club. 

Mr. Benton told the art di- 
rectors that advertising men have 
not adequately tested how far they 
can go in using fine art in their 
campaigns. “The grave error of 
all campaigns is to put the em- 
phasis on only one product rather 
than stress one or another produc- 
tion step.” He declared that “only 
one company in New York and two 
in Chicago now allow much lati- 
tude to the artist in choice of 
subject and freedom of style.” 

Presumably Mr. Benton was re- 
ferring to the painting he did for 
the Hiram Walker Imperial cam- 
Ppaign, which will appear shortly 
in magazines on the Imperial 
schedule through Foote, Cone & 
Belding, Chicago. 

Mr. Benton was given leeway in 
his choice of subject and freedom 
of style as you can judge from the 
photograph of the painting being 
sent you under separate cover. 

J. F. WRIGHT, 

Hiram Walker, Inc., Detroit. 

[Editor’s Note: A reproduction 
of the Hiram Walker Imperial ad 
to which Mr. Wright refers ap- 
peared in AA’s Photographic Re- 
view of the Week, March 11 issue.] 


ao 
Toy Pistol Too Realistic 

To the Editor: In the March 18 
issue Of ADVERTISING AGE, Copy 
Cub mentioned in his Rough Proofs 
column: 

“An ad of a $1 plastic toy pistol 
in Milwaukee caused the police to 
order the Boston Store to discon- 
tinue the sale. No telling what 
such a realistic weapon might do 
to plastic minds.” 

Well, I thought I would send you 
clippings of the Milwaukee Jour- 
nal to acquaint you further with 
what did happen! 

Mrs. ALFRED G. RIScH, 
Milwaukee. 

[Editor’s Note: One of Mrs. 
Risch’s clippings told of the with- 
drawal of the toys from sale, pre- 
viously reported in AA; the other 
reported a working-over with a 
baseball bat, applied to the person 
of a stickup man who wielded one 
of the toys.] 
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Honors War Workers 

To the Editor: You may be in- 
terested in the accompanying cer- 
tificate. 

On Saturday evening, Feb. 2, 
we held a meeting of our super- 
visory group to recognize the part 
they have played in our conspicu- 
ous war production record. At 
that time, framed certificates were 
presented to almost 500 superin- 
tendents and foremen, in grateful 
recognition of their time and tal- 
ents during World War II. 

We believe that war workers, 
too, are entitled to recognition for 
the part they have played in the 
victorious prosecution of the war. 
This is our way of according such 
recognition to the men who were 
primarily responsible. 

M. C. WILLIAMSON, 

Bausch & Lomb Optical Com- 

pany, Rochester, N. Y. ; 
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Would Reprint Editorial 


To the Editor: We want first to 
congratulate you on the fine edi- 
torial which recently appeared in 
ADVERTISING AGE, namely “Selling 
Through Emotions.” We think it 
is full of real facts that should be 
most highly appreciated. 

We would like to have your 
authority to reproduce this article 
in the April issue of our publica- 
tion, Venetian Blind News. Our 
industry is about to launch a na- 
tional advertising campaign and 
this fine article would be quite 
timely for our journal. 

Tom Murray, 

Publisher, Venetian Blind 

News, Fort Worth, Tex. 
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York Ad Gives Preview 
of ‘Project Habakkuk’ 


To the Editor: We were more 
than a little interested to read in 
the daily newspapers about “Proj- 
ect Habakkuk,” the fantastic war- 
time proposal to build an iceberg 
and make it into the world’s larg- 
est aircraft carrier. The combined 
chiefs of staff revealed for the 
first time that the British, Ameri- 
can and Canadian governments 
had experimented with the idea of 
a gigantic 2,000,000-ton carrier 
made out of reinforced ice called 
“pykrete.”’ 

By the strangest sort of coinci- 
dence, our agency and J. Donald 
Smith, advertising manager of 
York Corporation, created more 


YORK KEFRIGENATION AN® AIR CONDITIONING 


HP ASR eRT TERS FOR WEE HAHT CHE FRESERS FERS FOE 


than a year ago a York advertise- 
ment which might well have been 
used for illustrating ‘Project 
Habakkuk.” In our efforts to 
dramatize the wide use of York 
air conditioning and refrigeration 
equipment by our armed forces, 
we photo-montaged a_ shipyard, 
from which a 38,000,000 pound 
cake of ice was being “launched.” 
This appeared in several national 
magazines. 

It occurred to us that you would 
like to see the enclosed proof of 
what might be a “preview” im- 
pression of the never-built carrier 
with a Biblical name. We posi- 
tively swear we knew nothing of 
‘“Habakkuk” until today. 

E. EDSON POLER, 


Account Executive, J. M. 
Mathes, Inc., New York. 
.* - © 
First Show 


To the Editor: Just to keep the 
record straight, we call your at- 
tention to a misstatement in your 
March 18 issue, Page 55. 

Your New York correspondent 
states that the first show to be held 
at Grand Central Palace since the 
termination of the Army contract 
was that of the Chemical Indus- 
tries. 

For your information, the first 
show since the Palace went back 
to peacetime activity was that of 
Automotive Accessories Manufac- 
turers Association, which took 
place Jan. 28 to Feb. 1, inclusive, 
and registered 5,555 automotive 
trades people. 

J. A. WARREN, 

Editor, Automotive Retailer, 


Morristown, N. J. 
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NY Art Club Again 
Cites Farnsworth 
in Medal Award 


U.S. Rubber, CBS, 
‘Am. Weekly, 'SEP,' 
Charities Also Win 


(Picture on Page 79) 

New York, March 27.—At a 
special luncheon Monday, the Art 
Directors Club of New York will 
present its highest honor, the 
medal award, to seven of the 6,651 
entries in the 25th Annual Na- 
tional Exhibition of Advertising 
and Editorial Art. For the second 
consecutive year, a Farnsworth 
Television & Radio Corporation 
magazine advertisement drawn by 
artist Robert Riggs, under super- 
vision of N. W. Ayer & Son art 


director Walter Reinsel, is among 
the top group. 

The club will also award 23 
certificates of distinctive merit to 
winners of minor classifications 
within the original medal group- 
ings. A total of 293 winners have 
been selected. The exhibit will be 
on view at Rockefeller Center’s In- 
ternational Galleries April 2-20. 

This year’s medal awards are 
as follows: 

To art director for design of 
complete unit (editorial promotion 
booklet): Columbia Broadcasting 
System. Harry F. O’Brien, art di- 
rector. 

To art director for design of 
complete unit (display poster): 
United States Rubber Company. 


McArthur Advertising Corpora-| 


tion. Harold D. Tannar, art di- 
rector. ; 


Other Medal Awards 


To artist for art work (maga- | 


zine advertising art): Farnsworth 
Television & Radio Corporation. 
N. W. Ayer & Son, agency. Robert 
Riggs, artist. Walter Reinsel, art 
director. 

To artist for art work (trade 
periodical advertising art): 
American Weekly. J. 
Thompson Company, agency. Paul 
Rabut, artist. Edmund J. Smith, 
art director. 


To artist for art work (promo- | 


tion booklet): Federation of Char- 
ities. Lester Rossin Associates, 
agency. David Stone Martin, artist. 
Maurice Berson, art director. 

To artist for art work (poster): 
American Relief for Holland, Inc. 
J. Walter Thompson Company. 
Douglass Crockwell, artist. 
Cook, art director. 

To artist for art work (magazine 
editorial art). The Saturday Eve- 
ning Post (Curtis Publishing Com- 
pany). James R. Bingham, artist. 
Frank Kilker, art director. 

Awards of distinctive merit to 
art directors for design of com- 
plete unit are: 


Shevlo, art directors. (2) W. M. Kellogg 
Company. J. M. Mathes, Inc., agency. 
Robert Riggs, artist. J. DeGaetano 
and Jules Manghetti, art directors. (3) 
Saks Fifth Avenue. Gjon Mili, artist. 
Juke Goodman, art director. 

Newspaper advertising art: L. Bam- 
berger & Co. Eric Mulvany, artist. 
Morris Rosenblum, art director. 

Trade periodical art: (1) West Vir- 
ginia Pulp & Paper Company. Ogden 
M. Pleissner, artist. C. Elston, art di- 
rector. (2) Wellington Sears. Alley & 
Richards, Inc., agency. Robert Bagby, 
artist. Arthur Hawkins, Jr., art direc- 
tor. (3) Columbia Broadcasting Sys- 
tem. Robert Keene, artist. Irving Mil- 
ler, art director. 

Promotion booklet art: Rachmanin- 
off Fund, Inc. Poole Bros., Inc., agency. 
Joseph Feher, artist. Dan Smith, art 
director. 

Promotion Booklet: 
Charities. Lester Rossin Associates, 
agency. Sarra, artist. Maurice Ber- 
son, art director. 

Direct mail art: Univis Lens Com- 
pany. Kircher, Helton & Collett, 
agency. Lejaren a Hiller, artist. Gus- 
tave Sigrita, art director. 

Point-of-sale display: Book pub- 
lished by Rand McNally & Co. Suzanne 
Suba, Jean Reinecke and Albert Kner, 
artists. Prepared by Mr. Kner of Con- 
tainer Corporation of America. 

Cover—display art: Jacob Ruppert 
Brewing Company. Ruthrauff & Ryan, 


Federation of 


Ine. Noel Sickles, artist. 
Reichart, art director. 
Magazine editorial art: (1) Vogue 
(Conde Nast, Inc.). Joffe, artist. Alex- 
ander Liberman, art director. (2) 
Yank, the Army weekly. Sgt. Jack 


Joseph F. 


Ruge, artist. Sgt. Art Weithas, art 
director. (3) Yank. Sgt. Pat Coffey, 
artist. Sgt. Art Weithas and Set. 


Ralph Stein, art directors. 


K&E Names Video Heads 


Arthur Moore, producer of the 
Borden Company’s “County Fair” 
program on CBS, and Frank Pal- 
mer, manager of the time buying 
department of Kenyon & Eckhardt, 
New York, have been named co- 
heads of the agency’s television 
department. Mr. Moore will su- 
pervise production, while Mr. Pal- 
mer will be in charge of business 
activities. 


To Frozen Food Institute 


Bonnie C. Duke, formerly super- 
visor of the “Kitchen of Tomor- 
row” traveling display of the 
Libbey-Owens-Ford Glass Com- 
pany, Toledo, has been appointed 
director of home economics of the 
Frozen Food Institute, Inc., New 
York. 


V. Camp Sea Food 
$475,000 Ad Drive 


Uses Two Media 


San Pedro, Cal., March 27.— 
Van Camp Sea Food Company has 
begun a $475,000 advertising cam- 
paign in magazines and news- 
papers to keep consumer demand 
for White Star and Chicken of the 
Sea canned tuna ahead of produc- 
tion. 

The company’s advert ising, 
through Brisacher, Van Norden & 
Staff, was confined during the war 
to institutional copy explaining the 
reasons for the tuna shortage and 
keeping the brand name alive. The 
new campaign relies heavily on 
color and features the package on 
both brands. 

Magazine copy will appear in 
Better Homes & Gardens, Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s, Parents’, Sunset, 
True Story and Woman’s Home 
Companion. Forty newspapers and 
The American Weekly will be used 
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for black and white and full page 
advertisements. 


Ballantine Leaves NBC 
Due to Grain Shortage 


P. Ballantine & Sons, Newark, 
brewery, after some three weeks 
unceftainty on whether or not to 
drop its network show “His Honor 
the Barber,” will discontinue the 
program following the April 9 
broadcast on NBC, Tuesday, 7:30- 
8 p.m., EST. 

The brewery considered giving 
up the show soon after the gov- 
ernment grain order was issued in 
late February, but did not do so 
immediately pending the chance 
of finding another sponsor for the 
program on a “lend-lease” arrange- 
ment. Agency is J. Walter Thomp- 
son Company, New York. 


Tide Water Names Sloan 


Charles G. Sloan Jr., former au- 
tomotive products sales manager 
for the New York department of 
Tide Water Associated Oil Com- 
pany, has been named accessories 
sales manager for the company’s 
eastern operating division. 


The | 
Walter | 


John | 


Magazine advertising: (1) Container | 
Corporation. N. W. Ayer & Son. Leon- | 


ard Lionni, art director. (2) 
Bazaar (Hearst Publications). 


tors. 
Newspaper advertising: Saks Fifth 

Avenue. Juke Goodman, art director. 
Trade periodical advertising: Tylon 

Products, Inc. 


pany, agency. Saul Bass, art director. 


Junior | 
Alexey | 
Brodovitch, Lillian Bassman, art direc- | 


if it’s in THE NEWS 


it’s in the bag! 


ews BECAUSE Detroit housewives 
persistently shop for the “names” 
they've seen in The News. 


The records show that The News carries 


more local and national food and grocery 


advertising than both other papers combined. 


This NEWS leadership, due to extraordinary home 


reader interest, exerts a powerful influence on your 


sales success. And ONLY The News offers you 63.8% coverage of 


all the homes in Detroit that take any newspaper regularly. Introduce 


new products, renew Detroit’s familiarity with old products, through the 


newspaper that serves as Detroit’s buying guide, year in and year out. 


Blaine-Thompson Com-. 


Largest trading area circulation, weekdays and 
Sundays, 


of any Detroit newspaper 


DETROITERS TAKE THEIR 


House organ: ‘“Westvaco Inspira- | 
tions for Printers’? of West Virginia 
Pulp & Paper Company. Bradbury 
Thompson, art director. 

Point-of-sale display: Liebmann 
Breweries, Inc. Einson-Freeman Com- 
pany, agency. Maylook Artmann, art 
director. 

Twenty-four sheet poster: Coca-Cola 


Company. D’Arcy Advertising Agency. 
Harry F. Lambert, art director. 

Cover: RCA Victor. 
art director. 


Awards to Artists 


Awards of distinctive merit to 
artists for art work are: 

Magazine advertising art: (1) Du- 
plex Fabrics Corporation. Irving Ser- 
wer Advertising, Inc., agency. 


artist. Max Stoller and Rita Stier 


John Parvin, 


BUYING CUES FROM... 


| OWNER AND 


Balkin, | 


OPERATOR OF 


RADIO STATIONS WWJ 


AND WENA 


DAN A. CARROLL, 110 E. 42nd St., New York 17 


J. E. LUTZ, Tribune Tower, Chicago 11 
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Levi's No Synonym 
for Overalls, Says 


Maker's Promotion 


Century Old Firm 
Stresses Trademark 
Rights in All Copy 


San Francisco, March 27.—If 
you are reading a Western story 
and see a reference to levis, you 
know that the author is indicating 
the best known overall known to 
cowboys, farmers, outdoorsmen 
and others who like Western type 
clothes, And you will also under- 
stand why Levi Strauss & Co., 
manufacturer of this famous prod- 
uct since 1850, is having the 
same kind of difficulties as owners 
of other famous trademarks in 
preventing the name from becom- 
ing generic and thus losing all or 
part of its value. 

That is why all of the current 
publication copy of the company 
now carries the significant line, 
“The name ‘Levi’s’ is registered in 
the U. S. Patent Office and denotes 
only overalls made by Levi Strauss 
& Co., San Francisco, Cal.” This 
is part of an educational campaign 
which the company has been car- 
rying on during the past eight 
years under the direction of Rich- 
ard Cronin, advertising manager, 
and the Leon Livingston Adver- 
tising Agency. 


Can’t Supply Demand 


Even prior to the war there was 
a tremendous swing to Western 
type clothes, with the result that 
the Levi overall, which had been 
on the market since before the 
Civil War, zoomed to new and 
greater popularity. The advent of 
the war made it necessary for the 
eompany to devote much of its 
production facilities to the manu- 
facture of Army jackets and Navy 
dungarees, and even now the 
shortage of denim is making it im- 
possible for the company to take 
care of the demand. 

For example, it hopes soon to be 
able to supply some of the 2,300 
dealers who have asked to handle 
the line. While Levi’s has na- 
tional distribution, it is of course 
stronger in the West and the cow- 
boy country than in other parts 


MANY A WASHING in those 
days included a pair of Levi's. 
For Levi's were first made 


in the gold diggings, yet 
enough to wear 
day and night. 


PATRONIZE YOUR WOME TOWN MERCHANT — WE'S TOUR NEIGHBOR 


Tae same "UWS" raguinend the US 


PROTECTS NAME—One of the farm 
paper ads for Levi's, which stresses the 
historical theme and at the same time 


emphasizes that “Levi's” is not a generic 
name for overalls. 


San Franence Cantor 


of the United States, and the ad- 
ditional distribution will enable 
many more consumers to be sup- 
plied. Country stores, outdoor 
clothing stores and department 
stores are all outlets for this 
famous Western product, and deal- 
ers are supported with a wide 
variety of sales aids, such as 
counter cards, window displays, 
blotters, folders and throwaways, 
plus mats for the dealer’s own 
newspaper advertising of Levi’s. 
Most dealers are sold. direct, 
though one or two jobbers also 
handle the line. 


Uses Considerable Advertising 

Advertising of Levi’s appears in 
Boys’ Life, Field & Stream, Out- 
door Life, Holiday, True, Farm 
Journal, Pacific Rural Press, Pa- 
cific Northwest Farm Trio, Im- 
provement Era and other publica- 
tions, besides a number of trade 
publications. In addition, the prod- 
uct is promoted in 17 Western 
states by 24-sheet posters, which 
invariably feature the cowboy’s 
traditional preference for Levi's. 

When the product was designed 
nearly a century ago, it was so 
different from the traditional over- 
all that it won immediate accep- 
tance. It was a tailored garment, 
with narrow legs which appealed 
to cowboys, and further distin- 
guished by the use of copper rivets 
at points of greatest strain. Copper 
colored thread was also used in 
the manufacture of the product. 
Many of its exclusive features 
were patented, but of course all 
of the older patents have long 
since expired, though new fea- 
tures, such as the concealed cop- 
per rivets for the back pockets, 
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NEW ORLEANS 


shouts its shows in 


throughout the year 


Newspaper Advertisements 
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Folks turn first to— 


~NEW ORLEANS | 


A DEPARTMENT OF LOYOLA UNIVERSITY. 


The Greatest Selling Power in the South's Greatest City 
50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 


Represented Nationally by The Katz Agency, Inc. 


to avoid scratching furniture, 
autos and saddles, have been pro- 
tected by patents. 


Uses Historical Series 

The current series of ads for 
Levi’s is built around the theme, 
“First in the West,” and tells such 
interesting facts about the prod- 
uct as these: “Levi’s were first 
made in 1850 to give prospectors 
an overall that was tough enough 
to last for months in the gold dig- 
gings, yet comfortable enough to 
wear day and night.” Along with 
these items about the overall are 
historic facts about early develop- 
ments in the West. 

One reason why the company 
is now protecting its trade name 
through its advertising and other- 
wise, is that, as Mr. Cronin ex- 
plained, there has been no im- 
portant change in the design of 
the product since it was first in- 
vented, and its great popularity 
means that anyone who wants to 
make a competitive product is 
forced to imitate Levi’s. That is 
why the current campaign to pro- 
mote identification of the brand 


PAs: 
pra? 


name with that of the manufac- 
turer is expected to play an im- 
portant part in fighting off unfair 
competition. 


Bourjois Show Moves 


Bourjois, Inc., New York, which 
is replacing current talent with 
Tony Martin on the “Powder Box 
Theater” program on CBS, will 
move the show on the same date, 
April 20, from Thursday at 10:30 
p.m., EST, to Saturday, 7:30-8 
p.m., EST. Latter spot will be 
vacated the preceding week by 
Campana Sales Company’s “First 
Nighter.” Bourjois’ agency is 
Foote, Cone & Belding, New York. 
Evening in Paris face powder is 
featured on the program. 


Dehydrators Elect 


Lloyd S. Larson, president of 
Lloyd Larson Advertising Agency, 
Chicago, has been elected secretary 
of the American Dehydrators As- 
sociation, effective April 1. He 
will direct an educational and pub- 
lic relations program, featuring 
the latest research data on the use 
of alfalfa meal in rations for live- 
stock and poultry. 


Advertising Age, April 1, 1946 
Shows New Alarm Clocks 


Warren Telechron Company, 
Ashland, Mass., will shortly in- 
troduce two new types of alarm 
clocks. One, to be known as 
“Musalarm,” automatically turns 
on the radio at the time set and 
awakens the sleeper with his 
favorite program; the other, called 
“Lightcall,” automatically flashes 
a light beam on and off in the 
sleeper’s eyes. 


Reilly & Kushins Opens 

Reilly & Kushins, new radio ad- 
vertising agency, has opened of- 
fices in the Kress building, 935 
Market St., San Francisco. W. W. 
Reilly was formerly part owner of 
Radio Ideas, Hollywood, and E. L. 
Kushins was formerly with KROW, 
Oakland. Both were attached to 
the Office of Radio Production 
overseas during the war. 


Names Spitzer & Mills 


The Vancouver office of Spitzer 
& Mills, Ltd., Toronto agency, has 
been appointed to handle the ac- 
count of Western Match Company, 
Victoria, B. C. 
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Fruit Telegraph 
Service Seeks Aid 


of Large Growers 


Atlantic City, N. J., March 27.— 
The Fruit Telegraphic Delivery 
Service, founded by W. O. Meli- 
char, who is president of the or- 
ganization, will celebrate its 10th 
anniversary this year with in- 
creased promotion and a possible 
advertising campaign later in the 
fall. 

By means of the service, con- 
ceived by Mr. Melichar after a 
shipment of fruit he sent a friend 
spoiled en route because of delays 
in transit, anyone can send a bas- 
ket of fresh fruit to anyone in any 
part of the United States and Can- 
ada within a few hours. The or- 
ganization works on the same prin- 
ciple as the Florists’ Telegraph 
Delivery Association, serves as a 
clearing house for 1,500 members, 
publishes a periodical, and pro- 
vides promotional material. 

Mr. Melichar told ADVERTISING 


AcE he had spent about $50,000 
of his own funds to promote the 
service. He is anxious to interest 
large fruit associations and grow- 
ers, who, he feels, would be the 
largest beneficiaries because the 
fruit is obtained from them. To 
date, these large groups “have not 
helped in any way,” Mr. Melichar 
said. 

Minimum price for a basket is 
$5, with average for the past year 
amounting to $7. Members adver- 
tise locally, with mats supplied. 
During the war the service made 
no charge and levied no dues, in 
order to keep membership intact. 


Two Join MBS 


WFKY, Frankfort, Ky., and 
WNVA, Norton, Va., on March 15 
and April 1, respectively, joined 
MBS, bringing the network’s total 
affiliates to 293. WFKY, owned 
by the Frankfort Broadcasting 
Company, operates on 250 watts, 
1490 kc., and WNVA, a bonus sta- 
tion with WHLN, Harlan, Ky., is 
owned by Blanfox Radio Com- 
pany, and operates on 250 watts, 
1450 kc. 


CFAC Committee 
Makes Plans for 


Annual Contest 


Chicago, March 27.—Special in- 
terest is expected this year in the 
first annual advertising contest 
sponsored by the Chicago Fed- 
erated Advertising Club since 1941, 
according to Carl F. Kraatz, 
Schwimmer & Scott, chairman of 
the annual awards committee. 

Awards will be given for the 
most distinguished advertising pro- 
duced in all media in the greater 
Chicago area during 1945, Mr. 
Kraatz said. Formal announce- 
ment of rules and basis of judg- 
ing competition will be made 
shortly. April 22 is the deadline 
for entries, and awards will be 
announced at a special club lunch- 
eon May 9. 

Sub-committee chairmen are 
Ade Hult, MBS, radio; Alden 
Cusick, General Outdoor Advertis- 
ing Company, display; Dan Smith, 
art director of Poole Brothers, 


scoring; and Joe Hicks, public re- 
lations counsel, publicity and pro- 
motion. 


Louisiana Tests Copy 
Louisiana Department of Com- 
merce & Industry, in cooperation 
with the Economic Development 
Committee, has launched an $11,- 
000 test campaign to promote its 
industrial opportunities and tourist 
attractions. Newspapers such as 
the Chicago Journal of Commerce, 
Chicago Tribune, New York Times 
and Wall Street Journal, are carry- 
ing ads stressing the eight basic 
advantages for plant location in 
“new Louisiana,” and its vacation 
features. Fitzgerald Advertising 
Agency, New Orleans, is in charge. 


Robinson Launches Drive 


Robinson Reminders, Inc., West- 
field, Mass., has launched its 1946 
campaign, using Esquire, Glamour, 
Holiday, Life, Mademoiselle, The 
New Yorker, Newsweek, The Sat- 
urday Evening Post and Time, 
plus business papers. The cam- 
paign features Robinson Reminder 
notebooks and leather cases and 
men’s and women’s billfolds. 


District Sales Offices 


converted into fine Champion paper, which contin- 
ues to carry such a big percentage of the best print- 
ing. The Champion grades are varied to meet every 
printing requirement, and include coated and un- 
coated for letterpress and offset, envelope, tablet writ- 
ing, high finish package wrap, papeterie and special- 
ties. Keep the heat on customers and prospects—and 


watck the mercury rise in your sales thermometer. 


bonds, envelope papers, tablet writing and papeterie . 


MILLS AT HAMILTON, OHIO... 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI « ATLANTA - SAN FRANCISCO 


Only a good fire keeps people warm to hospitality 
and merchandise. Postwar business goes to those who 


keep piling on advertising fuel, much of it being logs 


CANTON, N. C.... 


THE ‘ux Champion Type AND FIBRE COMPANY... HAMILTON, OHIO 


Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, 
. 2,000,000 pounds a day 


HOUSTON, TEXAS 


ID) etermination 
o. 


The wall do must be strong in man or busine in order to 
progress. Like this nation’s many other pioneers, 
Henry C. Lytton had the will to do. He was determined 
to become not only = merchant. but « leader 
That determimation has been an unfailing mepiration 

to thie organization 


nites. 
INSTITUTIONAL—This is the first ad 
in a new institutional series scheduled 
for (Chicago newspapers by Lytton's, 
men's store. The campaign features 
highlights of the life of Henry C. Lyt- 
ton, centenarian founder and still ac- 
tive president of the company. 


Caples Appoints Lewis; 
Tells Television Plans 


David P. Lewis, formerly radio 
director assigned to the: Omaha 


office of The Caples Company, has 
been appointed 
national direc- 
tor of radio and 
television for 
the agency, 
with headquar- 
ters in the New 
| York office. 
| The agency 
|has plans _ for 
| extensive ex- 
iperiment- 
_al work in tele- 
| vision during 
the coming 
‘months which include the study 
|and development of styles of com- 
|mercials and programs for video, 
in addition to the extension of its 
current activities in broadcasting. 


Rulon Expands Budget 


| Rulon Watch Company, New 
'York, through Ray-Hirsch & Wat- 
‘erston, New York, will increase 
“advertising in May with copy in 
'16 national magazines and three 
|jewelry business publications, A 
direct mail campaign and point- 
of-sale material will also be used. 


SSS 
KICKIN’ UP 
mucH DUST 


AT 
STAMPING 


David Lewis 


dust 

You might kick up 2 lot ee four 

at little Stamping pon — 

wouldn't § 

a “"* only section 4 yee 
pei "V1 stub you 

h you 

cite san A WAVE's Louisville 

ode tt _where you “11 trip, 

. er more big 


business than 
of the state com : 
there’s smoke there’ ; 
where there’s dust — 


! 
gets in your eyee” 


fire, but 
t usually 


RS, INC- 
FREE & PETERS atives 


peer 
oa 
es 


GROUND (Ky .\2 


ay ee 


v ay a) 4 ies. ea re 4 ri Re + ae * ale ir 3 3 Shae bt y Sie saat 7 ¥ Sd SPE Tm es F F * ‘4 y . » is 
"i jen ge gs at ieee! ‘7 : ; aa : i pe ie 5 ey ag Wetge > on Pee teases is ee eae) Eire st Bag io ‘ iat ic z she j ae a ee: 2: 
: ‘ = > - : - aa 
eas 
146 a pe a 
. | —ie- 
| a oe 
ny, - as 
irm * - \ ome gst 
as = S = — 
| ———— - 
rns pe rie a logs 
om = > o. 
hi | <7, y ~ 
1s | Se L 
led a | io =. 
hes Seer —— 
the See : 
Sen: ia —= 
—_ - 
ad- = 
egeceanaa 
of- pe 
935 | ™ Sot = te te eeemane = Slow 
as S| | 
pads 
Ww, 
to ee 
ion 
° 
eg 
zer ae 
has ai 
ac- 
ny, 
| : 
| | | 
ee 
SB 
is, 
. Sao an 2% 
RS Geer Sa Ligases 
[So eee 
es Ve i i | 
eee Orie, Met oe spree \ 
. : ee Sie 
Se : F 
a 4 i 
ae See 
eS a qa — «a ee 
. a, 4 ee: aN 
RT. hy PORE 2 hee eg pike 
’ eh. Bex: ex = i 
: on 
/ : caine 
xe Bass 6 a 
Cie eaweaaie fe 
; — -_— 
a8) : 
: a rs “uz — 
a oe io@ ey) en 
oe ss tt Oe ee 
ae i Poe 4 ke on (25% : 
ae ig if ; :. Gk F 4 ” ry 
ss = aa . = ae % sh te Sees ne 
is > eg ea oa "3 he : ek al 
ah eae af et, * i. oN es 
oe. aa f ee Pik exe. We 
a 3 ase. eo A > 3 . > 
: Rewer “ — Se aS % ae 
>. 4 B ; : 5, Ce ie a os ty 
eR, ; zs 4 . Me * has ta : 
is = oe oe tho ie ee ee ek 
gay hae. ; de ee es a mie 
eee | i ae ae “a 4 . "=i eb 
ee eg 4 . mk er a A 
ae 4: 4 i a ae ee, ® . 
hon eal + s ees 0 SR ee a 
ie a i ae | } P ‘ e , a ¥ ac, 1 z a * ; 8 ae 
as ae i" a i ; 4 Lf agit s ‘ a ak ial i 
ta yt © 7 Ee 3 ~ ge i ss. an ee 4 ‘ 
=> a pe & eS ae tek a ~ , ios 5 ee wes 
; ‘= _ A y on. 9 gees 
i e : * ‘ " Sy oe © i ——o ltt 
Bi se ae 4 ‘ ¥ AS oS ee y : 
a) | 
oe i, +e ; ‘ oa ion ee a ’ 
e+ Eee b * ss ' 5 rhe 4 fe Pre eae 4 
ie ae og 4 * * ea hig i A ls ee 7 i _ 
* MES eer Se ’ ne Me the _ 
i ER a iat. Sl A. La bee —— : 
ws se j Se i : A so a bane ee : 
as & yo “a Sure, Peden = 
Sy ee a oe ms OF ae eS. «a case 
Ree Me a NG \ aes agg ee ee Poy 
oe ie ee tale — ues , 4 Bee ef eee ia - “es 
Peres ae. ha Se aca 4 al a aes ees = oe Pons 
ae ee ee si, es - kee * : ial es pela 
1 AgMMMMONED gee Sc IS ipa ate ‘ , a , gies 
coe” ee ee Re al bei 
ee eee i e “ae ¢ ie 
Pan erga ee aa a 
fy eae Ne Ee i Gar ae: i . ——— e qa 
BAT i eg os . ee 
f aoa — oe 4 ee Te uel rial aa ie x 
< : é wes ae i ae ae 
SS ae ig oe wt Bee Sf eater 
eg og a es “PR. i i cgiiaatl wi * eae Sie igs Ree 
Ee tis. Mage oe F ma 4 a om Meee ‘ zf * 
ee Sy # ae Peay SZ je 
. Peg a! Re ae re pondo 7 laa 4 Sn. 
a ee sts—“‘ COQ “ 
pO ee % a, S eeiee el Pe 
po ee @ gies Se ae ee Pe 4 ee 
Wr seas ; sa ae ; a ane Baar fae ‘ Ae 
Be 8 oe _ eS = lige ~ ¢ Base 
oy ae a 2! Se ots * . , 4 i ay asi ie ee ‘ = ee ane 
Sa Ona Ee ee. ee ey " : _ gh SE Sa ¢ BE 2 ill 
i > Se — : > gg S ili nee i a a 
: eis ee i a ~¢ a * espa aie “< " . : ee ee —— fe i i PT i 
eg aes ae oer ox ogegh ——. ‘ ie akg — i ig piu m7 Oe ee» Dec ; “3 lb fo” a A es 
4 ; Sa ae lla oe » ~ , ; , eo ee ne mi Se ee eee , *.., es _ we ae 
.. ». f at “ie: Be: - ‘ Gg 2 eer ae Raa kaa # . os 
a eee re “4 iS St a rr ts jaime gt ‘ iad 
i ie, ee aa ate we Be ii gute we Rea ae ee A le eT ee ks ae? Pz eek + ae 
ee , eae thy Meee Cd epee 4 Fa ig CORE ee tag a er ee a wa 4 we nail rs ot 
ie! ea ey, — i Ps, f . . Zia aa a jteaie wr th ed oe ae 
Fd “a ae wie is Bie al 64, $ Fo “3 =e ¥ ee el Ze 2 - gee _ . , frei 
aes ne ; en ee a Ree Wee oe . ‘ : il ynd stul pst 
. Bes me : pee eo gs li a ee 7 a tt 4 ante a 4 fa - . n the re 
we = g OE sage Oe ee 2 bet 4 
ath - ie iia poe ee ga ’ Ihere 
4 ae ss tga eect a er - oe ee. 2B W e 
fe ’ - .’ . 4 ; al sas | 
wee Pi oe 1a Re i teal 
e's | 
| Loursvitt 
\¢ , ee | c_ N.B.C. 
Pe . 2 
| 
| i 
_ 
| 
' 


’ 


42 


ANAN Elects Chairmen; 
Egan Heads Sales Group 


James W. Egan Jr., vice-presi- 
dent and advertising director of 
the Toledo Blade, has been named 
chairman of the sales committee 
of the American Newspaper Ad- 
vertising Network, and Robert K. 
Drew, Milwaukee Journal, and 
B. L. Moyer, New York News, 
have been appointed vice-chair- 
man and secretary, respectively. 

Franklin B. Hurd, Providence 
Bulletin Journal, has been named 
chairman of the rate card com- 
mittee, and the network advisory 
committee, which has not yet 
named a chairman, is composed of 
George Biggers, Atlanta Journal; 
Karl T. Finn, Cincinnati Times- 
Star; William F. Schmick, Balti- 
more Sun; Richard W. Slocum, 
Philadelphia Bulletin; William 
Davis Taylor, Boston Globe; John 
F. Tims Jr., New Orleans Times- 
Picayune and States; and Mr. Egan. 


Curtis Plans New Plant 


Curtis Publishing Company has 
broken ground for a new printing 
plant in Sharon Hill, just outside 
of Philadelphia. When completed 


and equipped, it will cost more 
than $15,000,000 and will accom- 
modate nearly 5,000 Curtis work- 
ers. The printing, binding and 
shipping of one of the company’s 
magazines, probably The Saturday 
Evening Post, will eventually be 
located there. Completion of the 
first section is not expected before 
July, 1947. 


Seubert Heads Estate 

John A. Seubert, president of 
K-D Lamp Company, Cincinnati, 
has been elected president of 
Estate Stove Company, Hamilton, 
O., recently acquired by Noma 
Electric Corporation, New York, 
and will retain both executive 
posts. He succeeds David Kahn, 
who has been elected chairman 
of the board. 


Names S. Duane Lyon 

S. Duane Lyon, Inc., New York 
agency, has been appointed to 
handle the account of Film High- 
lights, Inc., producer and distribu- 
tor of silent and sound home and 
educational 16mm. films. Business 
papers, trade journals and edu- 
cational and consumer publications 
will be used. 


yeettiras? 5 


Sea-Air Service 
Gets Subtle Boost 
from Matson Copy 


San Francisco, March 28.— 
Looking toward the goal of an 
integrated air and sea_ service 
when normal transportation condi- 
tions are restored, the Matson 
Navigation Company has noted a 
measurable effect on public opin- 
ion from its advertising through 
the war years and since V-J Day. 

Through spectacular advertising 
which has suggested the ocean 
liner borne aloft by wings, Matson 
has consistently and continuously 
stated the case in behalf of a 
service maintained “by the most 
modern modes of transportation 
known to man.” 

Matson Lines supplied service 
to Hawaii, New Zealand and Aus- 
tralia prior to the war, and while 


its vessels are still in the service 
of the War Shipping Administra- 
tion, handling returning service- 
men from the Pacific area, and 
on occasion providing a “diaper 
cruise” for the wives and children 
of servicemen coming to America 
for the first time, they may be 
back in normal civilian service by 
December. 


Hope for Schedules This Year 


Since they will need consider- 
able reconditioning and refitting 
after their military careers, how- 
ever, Matson ships will have to 
be released from government serv- 
ice by midsummer if they are to be 
able to resume scheduled trips be- 
fore the end of the year, as it is 
now hoped that they will. 

Matson has had applications for 
air transport service to Hawaii, 
New Zealand and Australia, paral- 
leling the routes its boats have 
followed, before the Civil Aero- 
nautics Board for several years, 
and it is expected that final hear- 
ings will be held in the near fu- 
ture. Consequently it is hoped by 
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FORECAST?—Colorful Matson adver- 

tising, using the wing symbol on ships, 

emphasized without mentioning the sea- 

air travel setup for which the company 
seeks government approval. 


company officials that it will be 
able to announce integrated air- 
sea transport service at about the 
time Matson boats again start 
their voyages to Hawaii and the 
lands down under. 

The four-color pages which have 
been running in ten leading maga- 
zines and the overseas edition of 
Time have told a dramatic story 
of “navigators of the new hori- 
zons.” 

“Oceans provide no barrier and 
distance fails to hamper the mind 
of the true navigator,” one typical 
piece of copy asserted. “By sea or 
by sky, he is the joiner of the 
near and far, the trusted guide of 
travelers in trackless space. Since 
the days of sail, Matson has fol- 
lowed the navigator’s calling, 
beating the ocean track that has 
joined islands and mainland in 
closer understanding.” 

Similar copy has run in news- 
papers on the Pacific Coast, and 
an extensive campaign explaining 
the program has also appeared in 
the business papers of the marine 
and maritime field. If the CAB 
grants the ‘licenses which have 
been applied for, Matson will sup- 
ply air service to the Pacific from 
Los Angeles, San Francisco, Seat- 
tle and Portland. 

The advertising of the Matson 
company is directed by S. G. Wal- 
ton, vice-president, and is placed 
through the Kudner Agency, Inc. 
Lloyd B. Myers is the executive 
on the account. 


Kools for Hildegarde 


Brown & Williamson Tobacco 
Corporation, Louisville, is chang- 
ing the name of Hildegarde’s 
“Raleigh Room” program on NBC 
to the “Penguin Room,” with the 
April 3 broadcast. Instead of 
Raleigh cigarets, the show will 
promote Kools, for which a pen- 
guin is the trademark. Agency is 
Russel M. Seeds Company, Chi- 
cago. 


Waterfall Rejoins Celotex 


Wallace Waterfall has been ap- 
pointed director of research and 
product development of Celotex 
Corporation, Chicago. He returns 
to Celotex after a three year leave 
of absence as a member of the sci- 
entific staff of Columbia Univer- 
sity division of war research. 
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c Effective March 27th, 1946 


the the corporate name of the 


mee CHICAGO MAIL ORDER COMPANY 


S 
" 


| was changed to 


> of 

ince 

fol- 

n g, 

:- INC 
in e 


- This change was made for the convenience 


tive of our customers and will in no way affect 


vn the policy or management of this company. 


"of | ROBERT W. JACKSON 


en - President 


* 


sci- GENERAL OFFICES: 511 SOUTH PAULINA STREET, CHICAGO 
BUYING OFFICES: 200 MADISON AVE., NEW YORK; 186 LINCOLN ST., BOSTON 
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Here They Are! 
Winners of ICS 
Copy Contest! 


Testimonials Don't 
Pull Best, ICS 


Experience Proves 


Chicago, March 28.—Either the 
readers of ADVERTISING AGE are 
getting smarter, in the opinion of 
Paul V. Barrett, director of ad- 
vertising, International Corre- 
spondence Schools, or else they 
are becoming more ICS-wise as a 
result of past participation in the 
annual ICS-ADVERTISING AGE copy- 
judging contests. 

In many respects, Mr. Barrett 
believes, the contest ending Feb. 
24 was the most successful of these 
annual events held to date. Nearly 


500 participants entered the com- 
|petition to select the 12 best ICS 
,ads of 1945 from a series published 
in these pages Feb. 11. 
Top man was C. T. Hanson, The 
| Home-o-nize Company, Davenport, 
‘Ia., who not only hit six out of 
12 on the nose, but was only one 
|point off on two others. James E. 
| O'Brien, Illinois Beverage Jour- 
nal, Chicago, and Leonard Shultz, 
‘New York publisher’s representa- 
|tive, were runners-up, with re- 
spective scores of five and two 
‘plus, and five only. 

Each of the 100 winners will 
receive a copy of the ICS book, 
“Useful Business Tables.” 


The Breakdown 

Among entries, 108 were from 
agency personnel, 70 from adver- 
'tising managers and those working 
jin advertising departments of in- 
/dustrial concerns, 13 from persons 
'in sales promotion work, two from 
publishers, 12 from _ publishers’ 
representatives, 14 from magazine 
personnel, 32 from newspaper 
|people, 7 from radio stations, and 
'the remainder from those em- 


ployed in various capacities by in- 
|dustrial and other concerns. Sev- 
‘eral letters were received from 
(university professors. 

Letters from advertising men 
had to be answered in considerable 
detail. Several, such as F. Wins- 
low Stetson Jr., advertising man- 
| ager of John P. Squires Company, 
‘Boston, questioned the tenth-place 
position given a testimonial ad 
‘featuring Captain Eddie Ricken- 
|backer and Philip Murray, CIO 
‘president, both former ICS stu- 
dents. 
Answering these queries, 
| 
Barrett wrote: 
| “In determining the twelve 1945 
‘leaders, we took the whole ex- 
perience for the year of each ad- 
|vertisement, totaled the actual 
inumber of inquiries and enroll- 
ments produced, and found the 
| percentage of the production to 
the predetermined inquiry and en- 
‘rollment demands. In the case of 
\the Rickenbacker-Murray adver- 
\tisement, 33% of the inquiry de- 
/mand was produced; 30% of the 
-enrollment demand was produced. 


Mr. 


These percentages actually put it 
in tenth place.” 

“True,” he continues, “one might 
expect a public hero like Captain 
Eddie, featured in an advertise- 
ment, would make the advertise- 
ment literally ‘pull its head off.’ 
But in this instance, there were 
a number of contributing factors 
one must reckon with. 


Raps Testimonial Copy 


“Contrary to the general belief, 
testimonial copy never does as 
good a direct return job for us as 
does general inspirational copy. 
My conclusions are that the use 
of testimonials limits readership. 
However, we use them from time 
to time, even at the sacrifice of 
some business, for the general 
good impression they create. An- 
other factor that may have re- 
duced the potential of this adver- 
tisement was the controversy in 
Pittsburgh in the fall of 1944 be- 
tween Captain Eddie and Philip 
Murray. Further, the labor unrest 
during the year may have worked 
to the disadvantage of this par- 
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ticular piece of copy.” 

Another advertisement, similar 
in general appearance, according 
to Mr. Barrett, features Walter D. 
Fuller, president of Curtis Pub- 
lishing Company, and Jasper Mc- 
Levy, Mayor of Bridgeport, Conn. 
With no controversial elements in- 
volved, he points out, this ad “‘bids 
fair to do a better job for us.” 

Other winners in the 1946 com- 
petition were: 


More Winners 


Those scoring four or better cor- 
rectly: R. J. Burnham, Sears, Roebuck 
& Co., Chicago; Joe Batteiger, Hill's 
Department Store, Madison, Wis. ; Wal- 
lace M. Bayliss, Booth & Bayliss Com- 
mercial School, Bridgeport, Conn.; 
Ernest Clarke, Duluth, Minn.; James 
A. Crane, Pro-phy-lac-tic Brush Com- 
pany, Florence, Mass.; R. S. Carr, Na- 
tional Sugar Refining Company, New 
York; John C. Drake, WLS, Chicago; 
J. A. Frank, Raygram Corporation, 
New York; I. Graham, CBS, New 
York; C. B. Johnson, Eau Claire, Wis. ; 
F. W. Julsen, Ruthrauff & Ryan, Chi- 
cago; J. Kenford, Triangle Advertising 
Agency, Chicago. 

J. T. Letkey, Fairbanks, Morse & 
Co., Chicago; F. R. Lathers, Arthur 
Towell, Inc., Madison, Wis.; J. P. Mul- 
kern, Outdoorsman Magazine, Chicago; 
G. H. Mullen, Central Paper Company, 
Muskegon, Mich.; Paul Muchnick, sales 
promotion, New York; Frank B. Mar- 
shall, Underwood & Underwood, Chi- 
cago; E. J. Phillips, copywriter, Louis- 
ville, Ky.; J. J. Perling, public relations, 
Chevy Chase, Md.; R. B. Patch, Mass 
Marketing Institute, Chicago; K. 
Parker, News-Press-Gazette, St. Jo- 
seph, Mo.; C. R. Ritchie, publisher, 
Winnipeg ; Edward W. Rose, Kutner & 
Kutner, Chicago; Mark Seibert, L. F. 
Grammes & Sons, Allentown, Pa.; 
Karl B. Shinkman, Commercial Letter 
Company, Grand Rapids, Mich.; Fred 
Saffan, Hollywood, Cal., and Charles 
S. Silver, Arthur Rosenberg Company, 
New York. 

Three or Better 


Winners scoring three correctly: 
Cc. W. Adams, Dawson Grain Company, 
Omaha, Neb.; E. C. Andler, Southwest 
Bell Telephone Company, St. Louis; 
FE. KE. Anderson, Ennis - Anderson, 
Fresno, Cal.; R. F. Armstrong, Ad 
Craftsman, Salt Lake City; M. H. 
Barrett, Newell-Emmett, Los Angeles; 
David L. Brody, Harrison Wholesale 
Company, Chicago; E. S. Blish, Colo- 


rado Milling & Elevator Company, 
Denver; Roy H. Carlson, Crescent 
Mfg. Company, Seattle; A. Vaugn 
Chinnock, Hooker Electro Chemical 
Company, Niagara Falls; Myron E. 
Chon, Arthur Meyerhoff & Co., Chi- 
cago; Bob Chaney, Batten, Barton, 


Durstine & Osborn, Minneapolis; J. M. 
Doherty, Harper’s Bazaar, New York. 

R. E. de Castro, Charles Dallas Reach 
Company, New York; F. C. Decker, 
Soft-Lite Lens Company, New York: 
Frank A. Dreiss, New York Sun: D. 
DiPasquale, J. Walter Thompson, New 
York; O. E. Everett, McCall Corpora- 
tion, New York; G. W. Emerson, Penn 
Arts Mfg. Company, Philadelphia; J. 
P. Felton, R. D. Werner Company, 
New York; J. J. Finley, Aubrey, Moore 
& Wallace, Inc., Chicago; O. Goerger, 
Commercial Letter Inc., St. Louis: R. 
H. Gardner, McKeown Organization, 
Chicago; Joseph A. Giovetti, Cramer- 
Krasselt Company, Milwaukee ; Charles 
Gressle, Newman, Lynde & Associates, 
Jacksonville, Fla.; Paul Heaney, News- 
Press Gazette, St. Joseph, Mo.: M. 
Hirsch, Ray-Hirsch & Waterston, New 
York. 

A. J. Hapke, advertising representa- 
tive, Babylon, N. Y.; Lee Hammett, 
Western Advertising Agency, Chicago: 
G. E. Hall Jr., Mohawk Rubber Com- 
pany, Akron; A. E. Hohman, Blaw- 
Knox Company, Pittsburgh; Benjamin 
Katz, Al Paul Lefton Company, Phila- 
delphia; R. Kaye, Baltimore; Robert 
Lee, Buchanan & Co., Los Angeles. 


Winners All 


J. W. Loth, Quadri-Color Company, 
Brooklyn; F. A. Martin, Evening News, 
Tonawanda, N. Y.; William C. Meyers, 
WGN, Chicago; William H. McDaniel, 
Beech Aircraft Corporation, Wichita; 
Fred Minton, Jefferson Amusement 
Company, Beaumont, Tex.; A. F. Mc- 
Graw, Food Machinery Corporation, 
San Jose, Cal.; I. P. Myerson, Irwin- 
Myerson Agency, Chicago; J. F. Near, 


To 
Reach 


COUNTY 
_ AGENTS 


AGRICULTURAL TEACHERS 
EXTENSION LEADERS 


Use 
| Setter FARMING 
METHODS 


WATT Publishing Co., MOUNT MORRIS, ILL. 
———————————————— 
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Provident Promotes Two 


C. Sumner Davis, editor of pub- 


lications, and Nelson A. White, ad- 
vertising manager, 
named by the Provident Mutual 
Life Insurance Company of Phil- 
adelphia as assistant managers of 
agencies. 


Joins Roche, Williams 


have been 


Franklin C. Tyson, formerly 


copy chief for Burton Browne Ad- 
vertising, Chicago, has joined the 
copy staff of Roche, Williams & 
Cleary, Chicago. 


Goodrich Appoints Brous 


Sam L. Brous, formerly tech- 


nical service manager, has been 
named manager of sales develop- 
ment for B. F. Goodrich Chemical 
: |Company, Cleveland. 


No Clothing, So 


Stations Benetit 


Seattle, March 27.— Reversing 
the usual procedure, Foreman and 
Clark, through Botsford, Constan- 
tine & Gardner, its agency, is de- 
voting commercial time on two 
news strips on KJR and KOMO to 
two plugs designed to build the 
stations’ audiences. 

Because of the general clothing 
strike resulting in the closing of 
the advertiser’s local store, the 
usual merchandise commercials 
were suspended. Promotion man- 
agers Jack O’Mara of ABC’s Pa- 
cific network for KJR and Bob 
McAndrew of NBC for KOMO are 
supplying material for the audi- 
ence-building plugs. 


Appointed Sales Head 


James F. Masterson, formerly 
advertising manager and public 
relations director of Taylorcraft 
Aviation, Alliance, O., has been 
appointed sales promotion man- 
ager of Aeronautical Digest Pub- 
lishing Corporation, New York, 
publisher of Aero Digest and Re- 
vista Aerea. 


Beth Norman Joins Sines 


Beth Norman, formerly with 
Kelso Norman Advertising Agency, 
has joined the staff of Raymond 
L. Sines Advertising, San Fran- 
cisco. 


Resigns Guild Account 


Booker-Cooper, Inc., Los An- 


geles, has resigned the Crafts- 
men’s Guild account, effective 
March 31. 


45 
Buys Maitland Agency 


Gregory and House, Inc., Cleve- 


land, has purchased the Ralph 
Maitland Industrial Advertising 
Agency, Cleveland, and will 


now handle accounts of the Japan 
Company, Bisset Steel Company, 
Lester-Phoenix, Inc., and Indus- 
trial Oven Engineering Company. 
Mr. Maitland has gone to Arizona 
for an indefinite period for his 
health. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
» ug, Division of 


Artkraft® Manufacturing 
900 Kibby St., Lima, Ohio, U. om 


"Trademarks Reg. U.S. Par. OF. 


‘LIVELY’ STORY—Starting off with the | 
March 23 issue of The New Yorker, 
this copy will also appear in coming 
issues of Collier's, Life, Newsweek and 
Time as a full page in color. 


Russell-Miller Milling Company, Min- 
neapolis; H. H. Noyes, Oneida, Ltd., 
Oneida, N. Y.; T. D. Norton, Hamilton 
Advertising Agency, Chicago; G. J. 
O’Brien, Motor Boating Magazine, New 
York; W. A. Parker, Father John’s 
Medicine, Lowell, Mass.; H. A. Patzer, 
Capitol City Products Company, Co- 
lumbus, O.; W. G. Rowe, Carter Ad- 
vertising Agency, Kansas City; C. E. 
Rickerd, Detroit, Mich.; J. F. Roestel, 
Chain Belt Company, Milwaukee. 

M. R. Rose, Radio Print Shop, Los 
Angeles; J. A. Robertson, Philadel- 
phia; R. T. Roney, Purchasing Direc- 
tory, Cynwyd, Pa.; Diana Spaulding, | 
St. Louis; Chester Shiffler, Johnstown, 
Pa.; K. Stevenson, Griswold-Eshleman 
Company, Cleveland; Harry Seeburger, 
John Falkner Arndt & Co., Philadel- 
phia; Antoinette Shep, Allied Bus. 
Builders, San Diego; Carl Sargent, 
Kreicker & Meloan, Inc., Chicago; A. 
E. Smith, Minneapolis; R. W. Tolg, 
BBDO, Chicago; Tully Turney, The 
Slidden Company, Cleveland; Foster 
H. Taft, Bancroft-Whitney Company, 
San Francisco; John H. Tobe, Tobe’s 
Treery, Niagara-On-The-Lake, Ont.; 
L. B. Van Doren, Hixson—O’Donnell 
Advertising Agency, New York; Leslie 
A. Watt, Poultry Tribune, Mount Mor- 
ris, Ill.; J. M. Wheaton, Universal Pa- 
per Products Company, Chicago; L. E, 
Westheimer, Westheimer Advertising 
Agency, St. Louis; Anonymous, Royal 
& De Guzman, New York; Florence 
Willey, Times Newspapers, Philadel- 
phia. 


United Air Lines in 
Special 2-City Drive 

With the inauguration of 
“hourly-on-the-hour” Mainliner 
service between San Francisco and 
Los Angeles, United Air Lines, 
Chicago, is using special promo- 
tion in the two cities, including 
large and small-size newspaper 
ads, spot radio announcements, 
window displays, outdoor posters 
and direct mail. 

Captioned “Your Watch Is Your 
Timetable,” the ads explain the 
hourly service available in each 
direction from 7 a.m. to 12 mid- 


night. Agency is N. W. Ayer & 
Son. 
FCC Permit to Amphlett 


Amphlett Publishing Company, 
publisher of the San Mateo Times, 
San Mateo, Cal., has been author- | 
ized 250 watts on 1550 kilocycles, | 
with unlimited hours, by the FCC. | 
Construction of the station will 
begin as soon as materials are) 
available. 


IBM Boosts Eldon 


| 

| 

David Eldon, with the company | 
since 1933, has been named man-_ 
ager of all International Business | 
Machines Corporation divisions in | 
San Francisco. | 


permit! 


—— 


—— 


WCOP Bosto 


FCC has just approved \/COP’s construction 


Construction is getting under way immediately on 
a new 5000-watt transmitter at Lexington, 
Massachusetts. 

This means your message on network or local 
programs over WCOP will be carried with perfect 
clearness into every corner of the great __ 
Metropolitan Boston area. 

New and spacious studios and offices in Boston 
... new listener-lures ... alert promotion... 
new and wide-awake merchandising activities ... 
new programs — and now, new power — these are 
the milestones of WCOP’s swift journey 
to New England radio leadership. 
Ride WCOP’s new signal into the third richest 
market in the United States. The few choice 
availabilities are going fast. 

Write, phone or wire WCOP Boston, or any 
Katz office for details. 


—7 — Vl 
— = —— 


A Cowles Station 
Exclusive American Broadcasting Company 
Outlet in Boston 
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‘Denver Post’ and 
KFEL Bury Axe, 
End 23-Year Titf 


Denver, March 26.—The Denver 
Post and _ station KFEL have 
buried the hatchet after 23 years 
of disagreement. 

Until recently, no program list- 
ings of KFEL had been carried in 
the Post since the station was 
started in 1923. Gene O'Fallon, 
owner and manager of the station, 
started legal action 18 months ago 
under the Colorado Fair Practices 
Act to compel listings on the 
ground that newspapers are as 
much a part of “services and com- 
modities’” as any other industry, 
hence should be made available to 
all radio stations. 

Following adverse rulings by the 
lower courts, action was with- 
drawn, and Post listings of KFEL 
and a more youthful station, 
KMYR, were started with a fan- 
fare of Page 1 plugs. Other Den- 


|ver stations include KOA, KLZ 


and KVOD. 


Promotes Travel Season 


Detroit and Cleveland Naviga- 
tion Company will use three radio 
programs in Cleveland and De- 
troit, featuring travel-talks, sports 
commentaries and spot announce- 
ments, to promote its 1946 travel 
and cruise season. Plans for radio 
promotion in Buffalo have not yet 
been announced. Wolfe-Jickling- 
Dow & Conkey, Detroit agency, 
handles the account. 


Panotf Leaves Hecht 


Herbert Panoff, who had been 
with Hecht Brothers, Baltimore, 
for nine years, has resigned as ad- 
vertising manager to join Edward 
Prager Advertising Agency, Balti- 
more, as account executive. 


‘Open Road’ Moves 


The Open Road Publishing Com- 
pany, Boston, publisher of Child 
Life, Open Road for Boys, Out- 
doors and Salt Water Sportsman, 
has moved to larger quarters at 
136 Federal St., Boston 10. 


er Wigton ae he 


‘Science’ Adds Three 


The American Association for 
the Advancement of Science, 
Washington, D. C., has expanded 
its advertising department and 
named the following staff addi- 
tions: Margaret E. Ottes, recently 
released from the Women’s Re- 
serve of the Marine Corps, to pro- 
duction and service manager; Alice 
O. Asselstine, formerly with the 
British and Belgian missions in 
Washington, to research and pro- 
motion manager, and Milo D. Pugh 
to West Coast representative for 
the two association publications, 
Science and The Scientific Monthly. 


Wente Named Wine Head 


Herman L. Wente, Wente Broth- 
ers, Livermore, Cal., has been 
elected to his fourth term as presi- 
dent of the Wine Institute. A. R. 
Morrow, Fruit Industries, Ltd., 
San Francisco, has been re-elected 
chairman of the board of directors. 


Cosmetic Firm to Stern 

S. Richard Stern, New York, has 
been appointed to handle public 
relations for Prince Matchabelli, 
Inc., New York. 
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2,500 population. 
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She should be ! She represents Small Town America, 
one of the “Big Six”, and you need her in your 
plans. If you are using only a big volume schedule 
of urban publications, five of your markets are 
getting good coverage... but the “Big Sixth” 
Market (Small Town America) is undercovered. 


By adding Grit to your schedule you 
increase your coverage in the important 
Small Town Market. Yes, Grit—the 
only national publication to put 
Ps more than 75% of its circulation 
into towns of less than 


~) |now operating 


IS VOLUME 
CIRCULATION | 
ALWAYS THE © 
IMPORTANT 
FACTOR? 
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GREATEST FAMILY WEEKLY 
with more than 550,000 Circulation 


83.36% Single Copy Sales @ 7< per Copy— $3.64 per Year — 
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With the appearance on news- 
stands in April of Deb, “a new 
kind of magazine” for girls in the 
17-22 age group, there will be at 
least seven magazines aimed spe- 
cifically at the teen-age field. 

Estimated total circulation for 
the seven magazines is close to 
4,000,000, or one-third of the 12,- 
946,976 girls aged 10-19 in the 
United States, as tabulated in 1940 
by the Bureau of Census. 

The seven magazines are Made- 
moiselle, Seventeen, Young Amer- 
ica, Calling All Girls, Miss Amer- 
ica, Junior Bazaar, already on the 
market, and Deb. 

ok * ik 


The Nielsen Radio Index, which 
already claims 60% coverage of 
the nation’s radio homes, or about 
four times as much as C. E. 
Hooper or the Cooperative Analy- 
sis of Broadcasting, may expand 
to about “100% coverage” in the 
next few months. 

The Nielsen Audimeter device is 
in about 1,300 
homes—telephone and non-tele- 
phone, urban, small town and 
rural. For complete coverage, A. C. 
Nielsen figures that he would need 
a total of 2,500 Audimeters in 
about 2,000 homes, including 
homes which have more than one 
radio. 

* co * 

Tea Bureau, Inc., has wound up 
its comic strip advertising cam- 
paign through William Esty & Co., 
with the exhaustion of its adver- 
tising funds. Tea executives hope 
that the new budget, to be ap- 
proved in October, will put tea 
advertising back on a $1,000,000 a 
year basis. But to date, funds for 
the bureau have been limited by 
the sterling bloc and unless the 


bureau can convert more pounds 
to dollars its advertising next year 
will again be limited. 

oS * * 

Curtis Publishing says in cur- 
rent newspaper ads of its new 
monthly, “we believe there were 
more copies of Holiday printed 
than any publisher has ever issued 
as a first edition.” Initial print 
order for Holiday was 440,000, 
nosing out Life, which brought out 
its first edition Nov. 23, 1936, with 
418,000 copies. 

* * * 

Ten years may see atomic en- 
ergy harnessed successfully in sta- 
tionary power plants and central 
heating plants, according to Dr. 
Robert E. Wilson, chairman of the 
board of Standard Oil Company 
of Indiana, who supervised his 
company’s large quantity test of 
“super” aviation fuel with per- 
formance exceeding 100 - octane 
and the Whiting refinery’s undis- 
closed contribution to the atomic 
bomb. 

Oil companies will actually wel- 
come nuclear competition in the 
stationary power field, he said, for 
it will permit a higher percentage 
of crude to go into refined prod- 
ucts for automotive, railroad and 
aviation use. Weighty armor to 
protect passengers from harmful 
radiation makes use of atomic 
power in transportation extremely 
unlikely. Dr. Wilson also predicted 
that gasoline will be made from 
sub-bituminous coal, lignite and 
shale in commercial quantities in 
the near future. 


Brown Moves Agency 

E. H. Brown Advertising Agency 
has moved its offices to 20 N. 
Wacker Drive, Chicago 6. 


Viv t Kerteitesen. 


Veshans Ldites 


The A. R. Harding Publishing Co., 


Chicago 
| Cole & Mason, Superior 6558 


April 1945 


“night fishing” 


Many an outdoorsman spends the last few minutes of 
his day reading FUR-FISH-GAME. After he turns out his 
bed lamp, he imagines such a catch as this caught after 
dark. Your advertising in FUR-FISH-GAME Magazine will 
fish for orders day and night at a time when these sportsmen 
and professional hunters are relaxed and in a receptive mood. 


175 E. Long St., Columbus 15, O. 


Representatives 


New York 


Walter C. Elly, Murray Hill 6-1923 
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Tide Water Boosts Four 
on West Coast 


E. C. Heinz, former Los Angeles 
sales manager, has been appointed 
head of the newly created whole- 
sale sales division of the domestic 
sales department of Tide Water 
Associated Oil Company, San 
Francisco. J. M. Shea, former 
Washington district sales manager, 
will succeed Mr. Heinz. 

J. D. Cardoza, formerly Los An- 
geles assistant sales manager, has 
been promoted to Washington dis- 
trict sales manager, and Mel C. 
Coleman, former assistant man- 
ager of gasoline sales in San Fran- 
cisco, 


office. 


Forms Kettell-Carter 

Kettell-Carter, regional 
station representative 
will open offices 
Square building, Boston, on April 
1. Elmer Kettell has resigned as 
New England spot sales represen- 
tative for NBC to form the new 
company. His assistant, Marjorie 
Carter, has been with him since 
1941. 


has been named assistant 
sales manager of the Los Angeles 


radio 
company, 
in the Park 


‘Journal’ Ups Rates 

Effective April 1, Chicago Jour- 
nal of Commerce will increase its 
basic rate for general ads to 50 
cents per agate line and 55 cents 
for financial ads. Circulation has 
increased over 30% since the last 
rate change which was made July 
1, 1944, 


Named Sales Head 


John J. Conners, former general 
sales manager of Irvington Var- 
nish & Insulator Company, Irving- 
ton, N. J., has been named vice- 


president and sales manager of 
Bishop Gutta Percha Company, 
New York, and Peters Mfg. Com- 
pany, Wollaston, Mass., both pro- 
ducing gutta percha, rubber and 
plastic products for various fields. 


Brownlee to Auerbach 


Roland H. Brownlee, economic 
analyst recently with the OPA and 
the state department, has joined 
Alfred Auerbach Associates, New 
York merchandising and sales con- 
sultant in home furnishings, as 
head of its market research de- 
partment. 


WNU Appoints LaBine 


Joseph W. LaBine, recently re- 
leased from the Army and prior to 
that with Carl Byoir & Associates, 
New York, has been appointed di- 
rector of sales promotion of West- 
ern Newspaper Union feature 
service, Chicago. 


J.B.&4D. Names McConnell 


McConnell, Eastman & Co., To- 
ronto agency, has been named to 
handle advertising of J. B. & D. 
Company, Weston, Ont., chemicals 
manufacturer. 
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Joins Manson-Gold 


Philip J. Lane, recently released 
from the Army and previously 
advertising manager of Stevenson, 
a chain of fashion shops in the 
midwest, has joined the Hollywood 
staff of Manson-Gold Advertising 
Agency as account executive. 


Names Hoefer Agency 


John H. Hoefer & Co., San Fran- 
cisco agency, has been appointed 
to handle the advertising of United 
States Pipe & Mfg. Company, San 
Francisco. 


‘ \n 
“BETTER THAN 
AVERAGE”’ 


High Buying Power 


Pantagraph Land (McLean 
County and parts of 8 adjacent 
counties) ...a better-than- 
average market... per capita 
income is $1,384 ... $174 higher 
than the Illinois average... 
$218 higher than the national 
annual retail sales, 
$37,647,000 . . . total buying in- 
come, $90,587,000 . . . 40,059,- 
000 farm dollars . 


average... 


farm wealth in Illinois . . . 48 


industries. 


The Daily Pantagraph stands 
first... in fact, alone, in Panta- 
graph Land, covering 86% of 
select McLean County and 73% 


of the primary trading zone. 


FOR 100 YEARS 


146. 


THE PANTAG RAPH 


BLOOMINGTON, ILLINOIS 


1946 
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THE YANKEE NETWORK’S 
Foundation 


IDDLING with the dial to get long-distance 


stations is no longer a favorite New England 


indoor sport. Nowadays, it’s the hometown 
station that wins hometown listeners, enters the - 
family circle and is accepted by every mem- 
ber of the household. 


The voice of your hometown station has a 


your confidence. 


clear, familiar tone — you recognize it as the 
voice of a friend in whom you have placed 


Each one of YANKEE’S 23 hometown sta- 


tions has built up a great fund of good will 
from this neighborly approach — convertible 
wealth that benefits dealers and buyers alike. 


Remember, at home, awaiting your call are 


thousands of loyal listeners with the “home- 


town station habit.” 


Member of the Mutual Broadcasting System 
Represented Nationally by EDWARD PETRY & CO., INC. 


21 BROOKLINE AVENUE, BOSTON 15, MASS. 


THE YANKEE NETWORK, inc. 
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of 
Admen>xt the 
Armed Forces | 


W. D. Lyon (Navy) and R. B. 
Creswell (Navy) have returned to 
W. D. Lyon Company, Cedar Rap-. 
ids, Ia., as general manager and 
account executive, respectively. | 
Capt. James A. Rasley Jr. has been | 
named production manager of the 
agency. 

Capt. Arthur E. Trask (USMC) 
has returned to his former position 
as assistant radio director of Ruth- 
rauff & Ryan, Chicago. 

Harry H. Maus (USCG) has re- 
joined Russel M. Seeds Company, 
Chicago, as vice-president in 
charge of copy. 

Laurence P. Atherton (Army) 
has joined the copy staff of Daniel 
F. Sullivan Company, Boston 
agency. ' 
Rowen Starts Agency 

Maj. Julius J. Rowen (Army) | 
has formed Julius J. Rowen Com- | 


pany, advertising agency, at 136 
William St., New York. 


| 


John L. Scolaro (Navy) has 


joined Osborn, Scolaro, Meeker & | 


Co., newspaper representative, in 
the Detroit home office. 

Maj. Lester G. Bruggemann 
(Marine) has been appointed an 
assistant to the vice-president in 
charge of the Hartford, Conn., of- 
fice of Charles W. Hoyt Company. 

William J. Ferris (Navy) has 
been named aistrict traffic man- 
ager of TACA Airways, with head- 
quarters in Miami. 

James L. Cunningham (Army) 
has joined the New York advertis- 
ing sales staff of Airways Traveler, 
airline passenger magazine pub- 
lished by Henry Publishing Com- 
pany, New York. 

Paul C. Loizeaux (Navy) has 
joined Farrar, Straus & Co., New 
York, as sales manager. 


Returns to O’Connell 


Lt. Milan Brozek (Army) has 
returned to R. T. O’Connell Com- 
pany, New York advertising agen- 
cy, as production manager. 

Lt. O. O. Lieffers (Navy) has re- 
joined the contact staff of Batten, 
Barton, Durstine & Osborn, Los 
Angeles. 

Lt. Col. Bernard A. Bergman 
(AAF) has joined the editorial 


| staff of Pageant, New York. 


Maj. Jack B. Peters (Army) will 
join Kastor, Farrell, Chelsey & 
Clifford, New York, as manager of 
the media department, effective 
April 8. 

Mort Bassett (AAF) has re- 
joined Morse International as ra- 
dio time buyer. 


Joins McCann-Erickson 


Bruce Swigert (Army) has 
joined the foreign department of 
McCann-Erickson, New York. 

Seward Heaton (AAF) has been 
named sales promotion manager 
of the Fawcett Women’s Group 
(Motion Picture, Movie Story and 
True Confessions). John R. Dosch- 
er (AAF) has been appointed pro- 
motion manager of Mechanix II- 
lustrated. 

David L. Berliner (Navy) has 
joined Lester Harrison, New York 
agency, as traffic manager. 

Lt. Eugene G. Reid (Navy) has 
joined the sales department of A. 
L. Reid Printing Corporation, New 
York. 

Herbert A. Levene (AAF) has 
joined Ralph Harris, New York, as 
production manager. 

Lt. Jules P. Daniel (AAF) has 
been appointed production man- 


ager of Brisacher, Van Norden & 
Staff’s San Francisco office. Lyle 
Heckinger (Army) has been named 
assistant production manager. 

William G. Thompson (Army) 
has joined KGO, San Francisco, as 
publicity assistant to Robert F. 
Laws, promotion and publicity de- 
partment manager 

Capt. William D. Shaw (AAF) 
has rejoined Van Patten Pharma- 
ceutical Company, Chicago, as 
vice-president in charge of prod- 
uct production. Maj. Adrian Kam- 
meraad (Army) has been appoint- 
ed director of research. 

Seven have returned to the To- 
ronto office of McConnell, Eastman 
& Co. They are G. P. Dymond, 
writer; E. G. Earl, account execu- 
tive; John Eastman, chairman of 
the creative and planning board; 
J. P. Lawder, production; W. Mar- 
shall, creative; L. O. Thompson, 
account executive, and E. J. Trot- 
tier, production. 

Maj. Malcolm B. Allen (AAF) 
has returned as sales promotion 
manager of Western-Winchester, 
New Haven, Conn. 

H. M. Lowe (Army) has re- 
joined Nash motors division of 
Nash-Kelvinator Corporation, De- 
troit, as technical adviser. J. B. 


Announcing 


the publication of 


NATIONAL ADVERTISING 
IN NEWSPAPERS 


- A study of the advertising experiences of National 


advertisers with special reference to their selection 


of media. A comprehensive analysis of the marketing 


methods and the policies of newspapers in selling 


newspaper advertising. 


A publication of the 


HARVARD GRADUATE 


SCHOOL 


of BUSINESS ADMINISTRATION 


Under the Direction of Neil H. Borden, Professor of 
Advertising — Co-authors — Malcolm D. Taylor and 
Howard T. Hovde 


Published under a research grant of 


THE BOSTON HERALD - TRAVELER CORPORATION 
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Huntress (AAF) has joined the 
company as assistant sales pro- 
motion manager. 

Maj. Thomas C. Roberts (Army) 
has joined the staff of American 
Fair Trade Council, New York, to 
handle public relations activities. 

Eric Lifner (Army) has been 
appointed advertising manager of 
or Disney Productions, Burbank, 

al. 

Lt. E. T. Gardner Jr. (Navy) has 
rejoined the Gardner-Richardson 
Company, Middletown, O., as as- 
sistant to the president. 

Maj. Alden R. Ludlow Jr. (AAF) 
has been appointed manager of al- 
cohol and chemical sales of U. S. 
Industrial Chemicals, New York. 

Lt. Col. Barton H. Cameron 
(AAF) has joined Hooper-Isker, 
Chicago, a newly formed agency 
specializing in food advertising, re- 
search and development kitchen. 

Ricker Van Metre Jr.,. (Navy) 
has returned to the copy staff of 
Needham, Louis and Brorby, Chi- 
cago. 

Walter T. Craigle (Navy) has 
joined Behel & Waldie & Briggs, 
Chicago, as account executive. 

Capt. Frederick Sherman (AAF) 
has joined the copywriting staff of 
Ralph H. Jones Company, Cincin- 
nati. 

M. P. Reed Jr. (Navy) has been 
named assistant building editor of 
Better Homes and Gardens, Des 
Moines, Ia. 

Lt. Howard W. Oman (Navy) 
has returned to the advertising 
sales staff of The United States 
News, with headquarters in Phila- 
delphia. 

Winston Dustin (Army) has re- 
turned to his former position as 
commercial manager of WSM, 
Nashville, Tenn. 

D. Rolland Martin (Navy) has 
joined the Chicago staff of Loren- 
zen & Thompson. 

Col. William A. Weaver has re- 
turned to Griswold - Eshleman 
Company, Cleveland agency, as as- 
sistant to the president. 

Lt. Herndon A. Oliver Jr. 
(Navy) has joined the Cleveland 
office of Fuller & Smith & Ross. 

Gordon Ehri (AAF) has joined 
the sales department of KECA, 
ABC’s Los Angeles outlet. 

Paul West Jr. (Navy) has been 
appointed Portland zone manager 
of West-Holliday Company, pub- 
lishers’ representative. Capt. Mal- 
colm Smith (AAF) has returned to 
the company’s Chicago office. 

Thomas Drake (Army) has 
joined the production staff of 
Searcy Advertising Agency, Port- 
land, Ore. 

Donald F. Mikkelsen (Army) 
has been appointed Pacific Coast 
representative of the American 
Magazine, with headquarters in 
San Francisco. 

Donald O. Hanson (Navy) has 
returned to the McGraw - Hill 
Publishing Company as a sales- 
man in the Los Angeles office. 


Lance Appointed A. M. 


Douglas C. Lance (Navy) has 
joined Miller Freeman Publica- 
tions as advertising manager of 
Oil Magazine in Los Angeles. 

Stuart Heinemann( Marine) has 
joined the production staff of Al- 
lied Advertising Agencies’ Los An- 
geles office. 

Lt. Col. David McNutt has joined 
the promotion department of the 
McClatchy Broadcasting Company, 
Sacramento, Cal. 

Lt. Comdr. A. T. Horn has been 
appointed advertising manager of 
the Times-Star, Alameda, Cal. 

Lt. Col. Benjamin P. McDaniel 
has been named vice-president in 
charge of client relations of As- 
sociated Engineers, Fort Wayne, 
Ind., management consultant. 


Compiete planis in TORONTO - MONTREAL - WINNIPEG 
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Thomas Jefferson . . . born April 13, 1743 
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THOMAS 
JEFFERSON 
said... 


“Equal and exact justice. 


to all men—freedom of 


religion, FREEDOM OF THE 


PRESS, freedom of the 
person. ... These principles 
form the bright constella- 


tion of democracy.” 


GUARDIAN OF 
AMERICAN 
FREEDOM 
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THE GOODWILL STATION, INC., DETROIT 
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Cross Leaves BBC Post 


to Handle UNO Radio 


Christopher Cross, for the last 
two years in charge of public re- 
lations for the British Broadcast- 
|ing Corporation in North America, 
|has resigned to supervise radio re- 
lations with the press and Ameri- 
can broadcasters for the informa- 
tion department of the United Na- 
tions Organization. He also will 
handle UNO programs on this 
country’s networks and stations. 

Previously assistant publicity di- 
rector of MBS, Mr. Cross is co- 
author of the recently-published 
book “Soldiers of God.” 


Hoerter to Lever Bros. 


William H. Hoerter, recently re- 
leased from the Army, has re- 
turned to the advertising depart- 
ment of the Pepsodent division, 
Lever Brothers Company, Chicago. 


Names Hoyt Agency 
Charles W. Hoyt Company, New 
York agency, has been appointed 
to handle advertising for the New 
England Council, Boston, recrea- 


tional and regional development. 


THE ENQUIRER 
HAS THE Low 
INE RaTE 


“J still say the big thing is that SOLID CINCINNATI 


reads The Cincinnati Enquirer” 


Quite right. The important thing to remember when you’re making up a schedule 
is that The Cincinnati Enquirer reaches SOLID Cincinnati. That The Enquirer 
appeals to and influences the solid, substantial, thinking citizens of this great 
trading area of 1,155,703. If that sounds like a build-up for a greater milline 


rate—listen. The Daily Enquirer’s milline rate is $1.652* . 


.. The Sunday En- 


quirer’s is $1.884.* The other two newspapers? $1.911 and $1.951. Might keep 
that in mind, too. Represented by Paul Block and Associates. 


( *based on 800 lines—13 times ) 


Use The Cincinnati Enquirer to get in solid with Solid Cincinnati 


Advertising Age, April 1, 1946 


SALES LESSON—Attendants at the 
opening session of Frigidaire division's 
first postwar school for district sales 
personnel heard L. A. Clark, assistant 
general sales manager in charge of 
advertising and sales promotion tell 
about the objectives of the division's 
advertising and sales promotion cam- 
paigns. 


Schulze & Burch 
Introduces Yanx 


Crackers in lowa 


Chicago, March 27.—Schulze & 
Burch, maker of Butterkist saltines 
and other crackers and cookies, 
has introduced Yanx, a new 
sprayed round cracker, in the Des 
Moines area. The product will be 
distributed elsewhere in the Mid- 
west after the shortage of white 
flour eases. 

The Yanx crackers will be pro- 
moted in newspapers and on the 
radio in Des Moines. Each of the 
pound boxes will contain a pre- 
mium toy or game for children— 
a feature originated by E. F. 
Chambless, vice-president and 
sales manager of Schulze & Burch 
and formerly sales manager of the 
Cracker Jack Company here. 

Promotion of Butterkist consists 
currently of full-color page ads in 
the Chicago Tribune Sunday 
Graphic Section, 24-sheet posters 
and painted signs in the Chicago 
area, and newspaper ads and spot 
radio in more than 30 other mid- 
western markets. 

McJunkin Advertising Company 
handles the account. 


G-E Cuts ‘House Party’ 
Show to Thrice Weekly 


General Electric Company, 
Schenectady, household appliance 
division, because of the strike and 
current production problems, is 
cutting the “G-E House Party” 
program on 149 CBS stations fron’ 
five to three times weekly on 
April 15. 

The program, heard 4-4:25 p.m., 
EST, will be continued the re- 
maining two weekdays by CBS 
on a sustaining basis, unless an- 
other advertiser can be found to 
sponsor it. G-E’s agency is Young 
& Rubicam, New York. 


Norristown 2. 


In this $15,000,- 
000 post-war 
buying market, readership of 
the Times-Herald equals — 
and in many cases surpasses 
—that of 91 other papers pre- 
viously surveyed. Interest in 
advertising is continuously 
important. 


53,429 ABC City Zone 
15,595 ABC Cire. 


Times Herald 


t 


Represented Nationally by 
The JULIUS MATHEWS SPECIAL AGENCY 
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Union Promotes 
Self-Steering 


Truck Trailer 


Canton, O.. March 27.— The 
Union Metal Mfg. Company, steel 
products fabricator, is promoting 
its mew MHoobler  self-steering 
trailer undercarriage through ad- 
vertisements in Business Week, 
Commercial Car Journal and 
Transport Topics. Besides high- 
lighting several of a long list of 
claims for the unusual product, 
Union’s ads include a coupon offer 
of an illustrated folder describing 
the equipment. 

The new undercarriage has two 
axles, and can be used with stand- 
ard truck equipment. Among 
claims made in the copy are that: 
It permits up to 40% greater pay- 
loads; doubles tire mileage; re- 
quires less power; permits han- 
dling larger pieces; prevents cargo 
from shifting on rough roads; cuts 
running time; increases safety and 
ease of operation; is easier to back 


~ How to Cut 
Costs of | 
16mm Movies 


Spend for story and stars — 
they’re worth it. But eliminate 
the waste from amateurish tech- 
nical handling. Mistakes are 
costly in making movies — and 
you save money by insisting that 
responsible technicians are called 
in before the shooting starts. 


Leading 16mm. producers 
bring their scripts to Telefilm 
for production help because 
Telefilm is the world’s most 
completely equipped and most 
expertly staffed 16mm. motion 
picture studio. Technical “know- 
how” insures efficiency and 
economy in all phases from 
camera work to dubbing sound 
and color printing. 


You don’t have to use all of 
Telefilm’s complete service . . . 
if you have your story and pro- 
ducer, call on Telefilm for 
special equipment or technical 
services only. Leading business 
firms, advertising agencies and 
the government use Telefilm’s 
complete service . . . the Holly- 
wood Park and Santa Anita race 
tracks use Telefilm to film every 
race... you can draw on Tele- 
film for anything you want in 
16mm. production. 

2 Hollywood 16mm. Headquarters 


TELEFILM 


STUDIOS 


is Joseph A. Thomas, Pres. i 
6039 HOLLYWOOD BLVD. 
- HOLLYWOOD 28, CALIF. 


trailers, etc. 

The ads emphasize that the 
trailer “turns a corner like one 
truck following another,’ making 
turning easier, and that the under- 
carriage is “available for any van, 
high-side, flat-top or tank trailer 
28 feet in length or up.” 

Griswold - Eshleman Company, 


than conventional trailers or semi- | 


elected president of A. P. Green 
Fire Brick Company, Mexico, Mo., 
succeeding his father, Allen P. 
Green, who moves up to board 
chairman. 


Nast Names Kornfeld 
Albert Kornfeld, director of ad- 
vertising promotion and publicity 
for the Conde Nast publications 
Glamour, House & Garden, Vogue, 


Cleveland, handles the account. and Vogue pattern book, has been 

eee Tae as appointed editor of House & Gar- 

Heads A. P. Green Co. den, Richardson Wright continues 

Robert S. Green, on terminal|as editor-in-chief, and Frederika 
leave from the Navy, has been; Fox as managing editor. 
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Robert F. Laws, promotion and 


publicity manager. 


Shattner Joins KGO 


William V. Shaftner, former ac- 
count executive with Gerth Pacific 
Advertising Agency, San Fran- Inland Press Elects 
cisco, and with the FBI from 1941 The Inland Daily Press Associa- 
to 1945, has joined the staff of|tion, Chicago, has elected the 


KGO, ABC’s San Francisco outlet,| Press, Dickinson, N. D., to mem- 
as assistant in sales promotion to! bership. 


GIBBONS KNOWS CANADA 
J. J. GIBBONS LTD. 


OO BAY STREET. - TORONTO 
WINNIPEG, REGINA CALGARY 


ADVERTISING MERCHANDISING 


TORONTO MONTREAL EDMONTON VANCOLNE 


IVESTOCK farmers rely on motorized 
equipment for convenient, speedy and 
economical production and marketing. Almost 
invariaby multiple units of cars, trucks and 
tractors are in use on the livestock farm and 
they get practically year around usage. 


Meat animals alone truck-hauled to market 
annually exceed nine million tons. Trucks now 
transport 57 per cent of the enormous tonnage 
of cattle, hogs and sheep from farms to market 
terminals. In the past year more than 42 mil- 
lion head of livestock rode to market via the 
highways, traveling an estimated distance of 
700 million miles. 


Automotive transportation is a major factor 
in maintaining high production in the livestock 


LIVESTOCK FARMERS -THE BACKBONE OF AMERICA’S FARM BUYING POWER 


Lbvestock Farms Materized... Medermized 


THE CORN BELT FARM DAILIES — 


GENERAL OFFICE: UNION STOCK YARDS, CHICAGO 9, ILLINOIS 


CHICAGO DAILY DROVERS JOURNAL @ KANSAS CITY DAILY DROVERS TELEGRAM 
OMAHA DAILY JOURNAL-STOCKMAN @ ST. LOUIS DAILY LIVESTOCK REPORTER 


industry. Because livestock farming is efficient, 
it naturally follows that those engaged in it are 
progressive and the first to take advantage of 
improved equipment. Trucks and automobiles 
bring trading centers closer to the farm, make 
farm living more enjoyable and widen the mar- 
gin of farm profits. 


The Corn Belt Farm Dailies serve the live- 
stock industry with essential market and_busi- 
ness information timely, comprehensive 
agricultural and world news. The subscription 
price is the highest in the agricultural field— 
$5.00 per year. Issued daily from the four basic 
livestock markets these publications provide, 
without waste, the most effective coverage of 
the livestock industry. 
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Distribution Costs 
Should Go Up-Not 


Down: Francisco 


Tells Canadians Key 
to Prosperity Lies 
in Developing Demand 


Toronto, March 27.—Don Fran- 
cisco, vice-president of J. Walter 
Thompson Company, New York, 
last night told business men at 
the University of Toronto that a 
rise in costs of distribution is nec- 
essary and inevitable in coming 
years if productive capacity in the 
United States is to be maintained. 

“Whether the cost of distribu- 
tion be 41% or 59% of the con- 
sumer’s dollar is not the funda- 
mental question,” Mr. Francisco 
said. “If all the costs of distribu- 


tion add up to a lower price to the 
consumer the figures are unim- 
portant.” 

He pointed out that “the cost 
of living is again rising, and that 
always means pressure to reduce 
distribution costs. In the face of 
this, the percentage of the con- 
sumer’s dollar which goes to pay 
the costs of distribution will show 
a further rise.” 


Percentage Up, Cost Down 


Mr. Francisco cited the fact that 
in 1870, distribution costs were 
| 25% of the consumer’s dollar while 
in 1939 59% of the consumer’s 
dollar went for distribution and 
41% for production. But, through 
mass production and volume mar- 


keting, prices to the consumer 
have declined. 
“Innumerable articles which 


carry a seemingly heavy sales and 
advertising expense show a grad- 
ual reduction in the purchase price 
of the finished product,’ he said. 
He also criticized the argument 
that elimination of the ‘middle 
mian” will reduce prices to the 


consumer. “Studies show that the 
cost of distribution does not de- 
pend on the number of middlemen 
between producer and consumer. 
A study of 18 industry groups in 
the United States for a 10-year 
period shows that only 1.8% of 
total volume is sold direct to con- 
sumers. The proportion was the 
same in 1939 as in 1929 and no 
appreciable increase is anticipated 
since it is generally admitted that 
this is an extremely expensive 
type of distribution, despite what 
the public believes.” 


Advertising Helps 


Superior service and conve- 
nience are characteristics of our 
system of distribution, Mr. Fran- 
cisco said, and frequently con- 
tribute to economic savings to con- 
sumers in both time and money. 
“This service would be impossible 
but for the influence of advertis- 
ing in making people throughout 
the country familiar with products 
and regular consumers of them,” 
he said. 

“Every intelligent business man 


AT MINNEAPOLIS SHOW—Attending open house held during recent show 
at Dayton's store, Minneapolis, of Better Homes & Gardens' model homes 
exhibit were, left to right, Edwin Sullivan, ad manager of the magazine; Mrs. 
A. R. Root wife of Dr. Root, director of media and research, Knox Reeves Adver- 
tising; Mrs. Jack Cornelius and Mr. Cornelius, executive vice-president of 
BBDO, in charge of western offices; Joe MacGaheran, Erwin, Wasey & Co. 
account executive, and»John Normile, 
quarters of a million people have attended 13 of 50 shows to be held in 
department stores. 


architectural editor of BH&G. Three 


knows that distribution costs could 
be lowered by lopping off frills 
and non-essentials, but it doesn’t 
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necessarily follow that this would 
benefit our national economy. Peo- 
ple get costly service because they 
demand it. Distributors give it to 
get the economics and profits of 
volume.” 


Provide Cost Insurance 


Competition and competitive ad- 
vertising and marketing are, he 
said, ‘our insurance that costs will 
be held down.” Attempts to force 
costs down, such as the demands 
for increases in wages without in- 
creases in prices, lead to a reduc- 
tion in the costs of distribution, 
he said. 

Distribution costs may be 
lowered and efficiency increased 
in a number of ways, Mr. Fran- 
cisco pointed out. The need for the 
present period is to rebuild sales 
machinery. 

“Order takers must be converted 
to salesmen,” he said. “Men and 
women must be selected, trained 
and inspired to do the work. They 
must be organized to do more than 
has ever been done before. We 
shall delude ourselves if we do not 
realize that after the lush, postwar 
period in which accumulated de- 
mands are being satisfied, we will 
find it necessary or unavoidable 
to face an increase in distribution 
costs.” 


ABC Adds New Members 


The Audit Bureau of Circula- 
tions, Chicago, has added the fol- 
lowing new members: Business 
papers—Plastics, Chicago; Apparel 
Arts, Chicago, and Canadian 
Pharmaceutical Journal, Toronto; 
magazines — Everybody’s Digest, 
New York; The Priest, Huntington, 
Ind.; advertising agencies — Ab- 
bott Kimball Company, Inc., New 
York; Barnes-Chase Company, Los 
Angeles and San Diego. Twenty- 
five additional newspapers and six 
new advertisers have also been 
added to the membership of the 
Bureau. ; 


Geare-Marston Elects V.P. 


Frank C. Murphy, for 16 years 
media director of Geare-Marston, 
Inc., Philadelphia, has been elected 
vice-president. Elizabeth Heath 
and William G. Huckel have been 
named treasurer and secretary, re- 
spectively. 


“They heard WFDF Flint say he 


was selling something or other.” 
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Program Set 
for NNPA Meet 


New York, March 27.—Pending 
acceptance of a “surprise” key- 
noter who would send the meeting 
“zooming right into the national 
spotlight,” the National News- 
paper Promotion Association has 
completed plans for its first post- 
war and 16th annual convention 
at the Waldorf-Astoria here April 
22-24. 

Vergil D. Reed, associate direc- 
tor of research at J. Walter 
Thompson Company will recom- 
mend in a talk that “as a first 
step in the right direction re- 
search be weaned from promo- 
tion,” which will be followed by 
a research clinic led by Court 
Conlee of the Milwaukee Journal, 
chairman of NNPA’s special re- 
search committee. 

L. Richard Guylay of L. Rich- 
ard Guylay & Associates, which 


handles public relations for the 
21 Gannett newspapers, will dis- 
cuss “Just What Constitutes News- 
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E-Z Frisket is the adhesive coated frisket poper 
that comes to you prepared for immediate use. 
Strip off the protective backing sheet—place the 
frisket film over your photograph—it adheres 
instantly—you're ready for work! 


E-Z Frisket is extremely strong, cuts easily, mokes 
sharp hoir-lines. No mess . . . no rubber cement 

+ NO guesswork ... no waiting... no prep- 
aration .. . this modern frisket eliminates your 
biggest retouching problem—it's always ready 
for instant use! 


PRICES: 


Desk Roll: 

24" x 5 yds. _ 
Jumbo Roll: 

24" x 20 yds. $10.00 


Arrive Brown «¢ sro., inc. 


ASK YOUR 


DEALER TODAY 


or order 
direct from 


67 West 44th St., New York 18, N. Y. 


paper Public Relations”; Ray 
Cram of the Columbus Dispatch 
will conduct a public relations 
clinic; Vernon Brooks, advertising 
director of the New York World- 
Telegram, will discuss the news- 
paper’s “Grocery Products Inven- 
tory,” and Bert E. Stolpe of the 
Des Moines Register and Tribune 
will give details of the newspaper's 
circulation promotion efforts. 
Alfred B. Stanford, sales direc- 
tor of the Bureau of Advertising, 
American Newspaper Publishers 
Association, will discuss the bu- 


reau’s 1946 “Analytical Selling” 
plan, and William G. Bell, research 
manager of the bureau, will sup- 
plement with county-by-county 
market and media data. William J. 
Greene Jr. of the Philadelphia 
Record will conduct an advertising 
promotion clinic. 


Maytag Boosts Claiborne 
J. Berkeley Claiborne, formerly 
assistant service manager and 
liaison man, has been appointed 
assistant general sales manager of 
ithe Maytag Company, Newton, Ia. 


Two Join Lewdion 


Jean Dyer, formerly-time buyer 
at Buchanan & Co., New York, and 
Margie McCabe, formerly with the 
Biow Company, New York, have 
joined Henry A. Loudon, Advertis- 
ing, New York, as time buyer and 
assistant to the radio director, re- 
spectively. 


Fawcett to Double Space 

Fawcett Publications, Inc., has 
doubled the size of the building 
it plans to construct in Green- 
wich, Conn., because of the 1945 


53 


increase in business volume. In- 
stead of a $300,000 building with 
39,000 square feet of floor space, 
|the company will erect one with 
59,000 square feet, at an approxi- 
mate cost of $600,000, ready for 
occupancy some time in December. 


Larimer Joins KNX 


Bill Larimer, formerly in a sales 
capacity with the Central States 
Broadcasting Company, which 
owns and operates three radio 
stations in Lincoln and Omaha, 
Neb., has joined the sales depart- 
ment of CBS-KNX, Los Angeles. 
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Appoints Morrish 


William R. Morrish, recently re- 
leased from the Navy, has been 
appointed assistant to the execu- 
tive secretary of the New York 
State Publishers Association, New 
York. 


Hedekin Appointed 

Edwin C. Hedekin has been ap- 
pointed manager of the Detroit 
office of Ridder-Johns, Inc., news- 
paper representative. 


Florez Names Cooper 


Ray Cooper, previously in the 
photographic department of Gen- 
eral Motors, has been named 
photographic director of Florez, 
Detroit. 


| 


Drislane to Lyon 


Cc. J. Drislane Company, sole 
distributors of Paragon quick 
frozen foods, has appointed S. 
Duane Lyon, New York, to handle 
its advertising. 


homes in these 21 


Dailies. 


igan market. 


Albion Recorder 
Big Rapids Pioneer 
Cadillac News 
Cheboygan Tribune 
Coldwater Reporter 
Dowagiac News 


Grand Haven Tribune 


Outstate Michigan Famulies 
await your company s message 


every evening in the leisure of their 


They are papers that are an integral part in the 
family life of the important non-metrepolitan Mich- 


Michigan Home 


Greenville News 

Holland Sentinel 

lonia Sentinel-Standard 
Manistee News-Advocate 
Marshall Chronicle 
Midland News 

Mount Pleasant Times-News 
Niles Star 

Petoskey News 

South Haven Tribune 
Sturgis Journal 

Three Rivers Commercial 
Traverse City Record Eagle 
Ypsilanti Press 


MICHIGAN LEAGUE 
OF HOME DAILIES 


Represented by 


SCHEERER & CO. 
35°E. Wacker Drive, Chicago | 
441 Lexington Ave., New York 17 

$ re 


Reprinted from Fall River Herald News of February 20, 1946 


Treasury Officials Reveal 


Fall River Topped Nation’s 
Cities in War Bond Sales 


Leaders of Campaigns Here Receive Medals at Luncheon Given 
by Council of Service Clubs 


Fall River received an accolade 
from the U. S. Treasury Depart- 
ment yesterday afternoon, which 
announced that this city topped all 
communities of its size in the na- 
tion in the purchase of War Bonds 
and Stamps during World War II. 

Announcement of the record and 
presentation of treasury awards to 
21 persons selected as most deserv- 
ing in contributing to the success 
of the war-bond drives here were 
made at a luncheon meeting held in 
Hotel Mellen under the auspices of 
the Fall River Council of Service 


Clubs. 


More than 100 members of the 
Lions, Rotary and Kiwanis Clubs 
attended the affair, at which Alfred 
C. Sheehy, of Boston, representa- 
tive of the Treasury Department, 
revealed that the people of Fall 
River purchased $35,000,000 worth 
of Class “E” bonds, and more than 
$102,000,000 worth of other bond 
issues. 

“These are impressive figures,” 
Mr. Sheehy declared, “and the peo- 
ple of Fall River should take pride 
in the fact that they outclassed 
every other community of compara- 
tive size in the United States.” 


273 diversified manufacturing firms make Fall River 


one of the “Bright Spots” 


in industrial New England. 


FALL RIVER HERALD-NEWS 


i i Cee even eeerTTS.. 


Represented Nationally by KELLY-SMITH CO. 


New York Philadelphia Chicago Detroit Boston Atlanta San Francisco 


AMA Starts Video Series 

The Bureau of Health Education 
of the American Medical Associa- 
tion will begin a weekly series of 
television programs, designed to 
take Chicago video fans behind the 
scenes of modern medicine, on 
Balaban & Katz’ WBKB, April 2, 
at 8 p.m. Dramatizations of high 
points in the development of mod- 
ern medicine will be featured in 
the scripts. 


AANR Names Seymour 


Edwin Seymour, formerly man- 
aging director, has been elected 
president and treasurer of All- 
American Newspapers’ Represen- 
tatives, Inc., New York. 


JWT Doubles Space 

The Wall Street office of J. 
Walter Thompson Company, New 
York, has more than doubled its 
space in the Irving Trust building. 


Rumford Expands Staff 


J. Whitney MacDonald, attorney 
and personnel director since 1943, 
has been appointed an assistant to 
the president of Rumford Chem- 


Advertising Age, April 1, 1946 


“READY FOR SCHOOL—The two men here, Norton Mogge, vice-president of 
J. Walter Thompson Co., Los Angeles, left, and Ray Smith, general manager 
of California Apparel Creators, spoke at the first session of the second annual 
“Advertising in Action" course, sponsored by the Los Angeles Advertising 
Women. They are shown here as they went over last minute plans with Mary 
Elizabeth Atlee, executive director of the school, and Mrs. Don Belding, presi- 

dent of the Los Angeles women's club. 


ical Works, Rumford, R. I. Other |G. Loxley to assistant manager of 
appointments on the administra- |chemical sales; Frank Cutter to 
tive staff of the division are: |sales statistician, and Joseph C. 
Arthur H. Razee to manager of|Harvey Jr. to the sales depart- 
chemical service and sales; Irving | ment. 


high income, 


high standard 


of living, 


high readership 


LL THIS AND 725,000 CLASS CIRCULATION 
$2 PER THOUSAND 
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‘Chronicle’ Tells 
Houston Families’ 
Buying Plans 


Houston, March 27.—Departing | 
from the usual in local consumer 
studies, the Houston Chronicle, in 
a 32-page plastic bound booklet, 
“Postwar Plans of Houston Fam- 
ilies,” concentrates on general 
market information to show over- 
all buying potentials, rather than 
an analysis of brand preference. 

The survey is based on personal 
interviews with 6,669 housewives 
in the last six months of 1944, 
under the direction of M. J. But- 
ler, research director of the news- 
paper. 

It shows that 93% of present 
Houston families will remain here, 
and that 70% of these are readers 
of the Chronicle. Details are given 
covering the age and prewar and 
present occupations of husbands 
and wives; ages of “first male 
child,” “first female child,” etc.; 
present family income and change 


BROADCASTING IN 
THE PUBLIC INTEREST 


Station KFI’s Public Service pro- 
gram “THE Boy SCOUT JAM- 
BOREE” is now in its seventh con- 
secutive year as a tangible aid to 
the Boy Scout movement in the 
seventeen Scout Regions of South- 
ern California. This weekly half- 
hour program (aired Saturdays at 
3:00 p.m.) has consistently main- 
tained a high production quality 
so that its value to some sixty 
thousand Scouts in the area will 
never wane. Comedy routines by 
professional actors, contest prob- 
lems, projects in all of the valu- 
able Scouting skills and frequent 
visits from screen stars are among 
the broadcast elements that keep 
“THE Boy SCOUT JAMBOREE” on 
the beam. Sponsorship of this pro- 
gram by KFI has won recognition 
from both local and national Scout 
executives and the Station has been 
awarded special citations by nu- 
merous Scout Councils for its 
efforts in extending the principles 
of Scout training. 


A BOOST FOR VOCALISTS 


Announcement this week of the 
1946 Season of “The KFI-Holly- 
wood Bowl Auditions” will mark 
the third year in which the Station 
and the Hollywood Bowl Associa- 
tion have presented an open com- 
petition for promising young 
vocalists. Through a series of sum- 
mer concerts broadcast as a Public 
Service over KFI, a noted panel of 
judges will choose a singer to ap- 
pear as soloist in Hollywood Bowl 
with Leopold Stokowski. 


CLEAR CHANNEL 


tuffess KFI « WATTS 
Sate © Gating De. 


NBC for tos anceics 


Represented Notionally by tdword Petry ond ene Inc 


50,000 


{in income since the war began; jing family purchases; 7% 


‘and rental brackets, with — per-| 


‘centages of those in each bracket | 


reading the Chronicle. 

Plans for owning, building and | 
repairing homes, and for purchase | 
jof various appliances, automobiles 
and furniture are reported. Only 
8% plan to buy new products with 
savings or war bonds; 42% will 
pay cash, and half will use time 
payments. 

A final section on “Advertising 
Influences” indicates that 75% de- 


depend | 
|most on radio, 2% on other media 
‘and 2% indicate “no preference.” 
Not reported in the booklet, but 
|covered in the survey, was infor- 
mation on preference among de- 
partment stores in purchase of 
clothing, drugs, furniture and 
various other commodities. 


Joins National Supply 
George B. Cushing, sales pro- 

motion manager of A. M. Byers 

Company, Pittsburgh, for the past 


pend most on newspapers in mak- | 17 years, has joined National Sup- 


ae 


ply Company, Pittsburgh, as man- | 


ager of sales promotion. His ac- 
tivities will include the advertis- 
ing and market development pro- 


| grams of the company. A. P. Colby | 
| will continue as the company’s ad- 
| vertising manager. 


Form Garvan Associates 
Peter D. Garvan, formerly with 
Rheem Mfg. Company and Grum- 
man Aircraft Engineering Corpo- 
ration, has formed Garvan Asso- 
ciates, Inc., at 55 W. 42nd St., 
New York, to concentrate on pub- 
lic relations, promotion, and mer- 
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chandising. Paul Guzzone, Army 
air forces photographer during 
the war, and James McCarty, for- 
merly with Blackett-Sample- Hum- 
mert and American Home Prod- 
beets Corporation, are associates, 


Drew & Peters Formed 


John L. Drew, formerly sales 
research manager of the Curtiss- 
Wright airplane division in Buf- 
falo and St. Louis, has joined with 
Earl C. Peters in the formation of 
Drew & Peters, Buffalo, a tech- 
nical and business consulting com- 
pany. 


MAGNET FOR MILLIONS 


The Tremendous Pulling-Power that At- 


tracts Criterion’s Mass Buying-Audience 
is the Naborhood Shopping Center 


IN ADVERTISING: 


it’s the program that makes the radio audience 
it’s the news that makes the newspaper audience 
it’s the story that makes the magazine audience 


.»» BUT IT'S THE PRODUCTS ON RETAIL SHELVES IN STORES IN NABOR- 


HOOD SHOPPING CENTERS THAT MAKE CRITERION’S VAST AUDIENCE 


Consumers see Criterion posters when their buy- 
ing interests are directly focused on the types of 
products Criterion sells best: — 


cigarettes, drugs, soft drinks, wines, beer, and 
others. Criterion is the only controlled consumer 
medium that gives the advertiser this distinctive 
advantage. 


citerloM service. 


foods, soaps, 


where 98% of 


Criterion makes it possible to influence con- 
sumers close to the stores where they can 
take action before they have time to forget. 
Criterion gives complete coverage of the 
Nation’s Naborhood Shopping Centers 


all food and 85% of all drug 


products are bought. 


BOSTON 16, MASS. 
Tel. Hubbard 1057 — 


( 


At a base cost of onby 
$3.60 per panel per month. 
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Buys Kitchen Art Foods 


Louis Weinberg Jr., formerly 
merchandising executive of United 
Biscuit Company, has purchased 
Kitchen Art Foods, Inc., Chicago, 
and will soon undertake expanded 
merchandising plans. With the ex- 
ception of Wm. Ayer McKinney, 
former president, personnel of the 
company will remain the same. 


‘Names Gomber Manager 


| R. F. Gomber, a member of the 
|}sales promotion department of 

Westinghouse Electric Corporation 

for four years, has been appointed 
|/eastern sales promotion manager 

in charge of all apparatus promo- 
| tional activities in New York, New 
| Jersey and part of northeastern 
| Pennsylvania. 


LOOK AT HOW WDAY 


RATES WITH ME ! 


WDAY is far and away 
your best bet for com- 
plete radio coverage 
here in Fargo’s rich Red 
River Valley. Here are 
the actual figures, taken 
from a recent Conlan 


Survey: 


WDAY GETS 61.4% 

OF4THE AUDIENCE 

IN ITS COVERAGE 
AREA 


STATION B GETS 
95% OF THE 
AUDIENCE 


STATION C 
GETS 7.2% 
OF THE 
AUDIENCE 


FARGO, NORTH DAKOTA 


. N. B. c. ae 
FREE & PETERS Ixc. 
National Representatives 


Rae Ate om 


a neem ote 


STORE DETAIL: 


e Stock Checking. 


and samples. 


1118 Albany Street 


COMMERCIAL CONTACT 
SERVICE 


for New York State, except Metropolitan area. 


e Jobber and Dealer Sales. 
e Placement of Posters. 


e Coupon Redemption. 
e New Goods Delivery. 


CONSUMER DETAIL: 


e Manual distribution of coupons 


e Home or street interviews or surveys. 
_@ Mail distribution of coupons — 
by income group or sales routes. 


P. J. GREEN ADVERTISING SERVICE 
e Utica 3, New York 


Bruce Introduces 
New Solid Juice . 
in Tablet Form 


Tampa, March 27.—A new prod- 
uct in the form of solidified vege- 
table and fruit juice tablets has 
been introduced in the food, drug 
and candy markets by Bruce’s 
Juices, Inc. 

Trademarked Bruceet, the 
small, square tablet is retailed in 
packages of three to six cents, and 
in boxes of 24 packages for $1.44. 
Already on the market are orange, 
grapefruit and carrot juice tab- 
lets, with prune, apple, pear, pine- 
apple and others soon to appear. 
The tablets are held in the mouth 
and allowed to dissolve, and are 
said to be 80% pure, concentrated 
juice, containing 30 milligrams of 
vitamin C in three tablets, mini- 
mum daily requirement _pre- 
scribed by the National Research 
Council. 

Distribution covers the East 
through Balanced Foods, Inc., New 


York, the Midwest and the Pa- 
cific Coast. Test distribution 
started last September in New 
York City through health foods 
stores, with department stores, 
drug, grocery, confectionery and 
cigar stores quickly falling into 
line as the product caught on. 
West and Pacific distribution was 
added early in 1946. Large quan- 
tities have been sent overseas by 
private foreign relief agencies. 

So far, advertising has been 
done on aé_e special promotional 
basis, at conventions, state and 
city fairs, and plans are being 
formed to push the product at 
the June meeting in Chicago of 
the National Confectioners Asso- 
ciation. Bruce also plans national 
advertising this fall in newspapers, 
trade papers and spot radio. 


Plan Name Change 


Bruce executives are now work- 
ing on a plan to change the name 
of the tablets from “Bruceets” to 
a generic term, and then to license 
concentrating and candy firms to 
manufacture the product under 
their brand names. If the plan 


- 
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succeeds, Bruce would retain own- 
ership of the patented process and 
handle wide educational publicity 
for the product. Bach licensee 
could then advertise its own 
brand. 

Lester B. Stone, Inc., New York, 
is the agency there and R. E. Mc- 
Carthy Advertising Agency han- 
dles the Bruce account in Florida. 


Sowersby Promoted 


Winthrop Chemical Company, 
New York, has appointed Winford 
E. Sowersby manager of the 
newly created chain store sales di- 
vision. Mr. Sowersby has been 
with Winthrop since 1930, most 
recently as manager of the mer- 
chandising and display depart- 
ment. He will be succeeded in that 
post by Ernest E. Bartimmo. 


Stern Appoints Arnold 


Augusta Arnold, formerly ex- 
ecutive assistant to Orson Welles 
and more recently public relations 
director of Associated American 
Artists Galleries, New York, has 
been appointed account executive 
of S. Richard Stern, New York. 
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Spiegel to Add 
Nelson, Heymann, 


Ryan as Directors | 


Chicago, March 28.—Donald M. 
Nelson, executive vice-president of 
Sears, Roebuck & Co. before head- 
ing the War Production Board 
during the war, and Clement D. 
Ryan, who resigned last year as 
president of Montgomery Ward & 
Co., have been nominated for 
members of the board of Spiegel, 
Inc., mail order company. 

The nominations were an- 
nounced by M. J. Spiegel, presi- 
dent, in his annual report to 
stockholders, issued today. Also 
nominated to the board was Wal- 
ter M. Heymann, vice-president of 
the First National Bank of Chi- 
cago. 

Mr. Ryan is president of the 
Whitney Department Store of San 
Diego, purchased by him in con- 


junction with Spiegel, Inc., in 
1945, 


Sales, Net Profit Gain 

Spiegel sales last year are re- 
ported at $70,553,729, up from 
$27,827,618 in 1943 and $49,130,- 
494 in 1944. Net profit was $1,- 
152,777, nearly $1,000,000 over the 
previous year. Mr. Spiegel re- 
vealed that the mail order opera- 
tions produced a small profit in 
the last quarter of °45, the first 
such profit since 1941, when the 
company changed from a mail 
order company selling exclusively 
for credit to a cash-and-credit 
mail order and department store 
operation. 

Study is under way, Mr. Spiegel 
reported, to determine whether or 
not to open branch mail order 
plants outside Chicago. During 
1945 Spiegel purchased the Bev- 
erly chain of fashion stores, four 
Chicago furniture stores, and fur- 
niture and department stores in 
Oklahoma City, Phoenix, San 
Diego, Scranton, Pa., and Greens- 
pore, N.C. 


SEARS SALES BOOM; 
EXECUTIVES SHIFT 

Chicago, March 27.—Demand 
created by Sears, Roebuck & Co.’s 
spring catalog has been “perfectly 
terrific’ while the supply of goods | 
is much lower than expected, 
Arthur’ S. Barrows, president of 
the mail order company, an- 
nounced today. 

Mr. Barrows revealed his resig- 
nation as president to become 
vice-chairman of the board, a new 
position. He will take charge of 
all West Coast operations, report- 
ing direct to the board. He will 
be succeeded as president here by | 
Fowler B. McConnell, vice-presi- 
dent in charge of retail admin- 
istration. 

Sales at retail stores last year 
accounted for about two-thirds of 
Sears’ business, and mail order 
accounted for one-third, about the 
same proportions that have pre- 
vailed in recent years, it was re- 
ported. March and February sales 
have run about 36% above sales) 
this time last year, Mr. Barrows. 
said. The annual report issued to- | 
day shows net sales for Sears’ | 
fiscal year ending Jan. 31, 1946, 
were $1,045,258,832, compared with 
$988,770,171 in 1944. Net income | 
amounted last year to $35,834,836, | 
as against $34,176,111 in 1944. 
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Joins LaRoche & Ellis 


Crawford D. Paton, formerly di- 
rector of market research and re- 
search supervisor for Young & 
Rubicam, has been named man- 
ager of the research department 
of LaRoche & Ellis, New York. 


Heads Rickard Affiliate 


Lloyd W. Dunn, vice-president 
of Rickard & Co., New York, will 
leave for Los Angeles April 15 
to form and head a new advertis- 
ing agency, with which Rickard & 
Co. will be affiliated. 


Admiral Names Croswell 

Harry V. Croswell, formerly 
with Osborn, Scolaro, Meeker & 
Co. in a sales promotion and fe- 
search capacity, has been . ap- 
pointed assistant advertising man- 
|}ager of Admiral Corporation, Chi- 
| cago. 


Schwartz Named Mar. 
George Schwartz, formerly sales 
manager for Century Ribbon Mills, 
New York, has been appointed 
general sales manager of National 
Ribbon Corporation, New York. 


‘Lemcoe Heads Ad Dept. 


Eugene J. Lemcoe, recently re- 
leased from the Army air forces 
and prior to that on the national 
advertising staff of the St. Louis 
Star-Times, has rejoined that 
paper as national advertising man- 
ager. 


Mark Cross to Kimball 


The Mark Cross Company, New 
York, leather goods and acces- 
sories, has named the Abbott Kim- 
ball Company, New York, as 


| agency. 
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M. B. HAM M 0 , D Vice President, Standard Steel Spring Co. 


For more than two years, we have been using newspapers throughout the U. S. 


as the spearhead of our campaign. Thanks to this program, the Corronizing 


process of protecting steel against corrosion today is receiving even greater 


recognition than we’d hoped for...recognition that would never have been 


possible had it not been for the newspaper advertising program. We are com- 


pletely convinced that newspaper advertising is the most effective, efficient 


method of reaching every stratum of the population...not only the general 


public but major executives in every industry.”? 


This advertisement, prepared by the Bureau of Advertising, A. N.P.A., is published by The Detroit Free Press in the interest of all newspapers 
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Advertising Age, April 1, 1946 


lhe Creative ans Corner 


One of the most persistent 
failures in printed advertising 
is our inability to use color to 
make certain things real. 

What color does for food ad- 
vertising, for example, it often 
fails entirely to do for advertis- 
ing in which we are asked to 
put ourselves into the pictured 
scenes, 

Still more important, we 
think, is the fact that color in 
a great deal of advertising illus- 
tration fails to add weight to 
the words. 

The thing that got us think- 
ing about this is a black and 
white bleed page for Philco in 
Time (March 25) that makes a 
whoie lot of much more ex- 
pensive and much more am- 
bitious advertising for radio 
sets look pale by comparison. 
It is done in solid black with a 
soft spotlight. And the 50 words 
of text cut out in white some- 
how gain a forthright quality 
that frequently is lost in fairly 
dazzling, but not quite real, full 
color. 

The words are little different 
from the words in a dozen other 
radio instrument advertise- 
ments: 

“The scientists of the Philco 
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You ght To Know . 


For a business that is sometimes best 
known for its Brooks Brothers executives, 
busy eccentrics and ivory-tower geniuses, 
Tim Healy is unique because he is none 
of these. Soft-spoken, gentlemanly, cour- 
teous, he once révealed 
what kind of an adver- = 7? 
tising man he is by 
saying, “What some 
people think is tough 
selling copy isn’t sell- 
ing at all—it’s only 
tough.” 

Because of his un- 
pretentious manner, it 
is perhaps significant 
that “William Carle- 
ton,” the names with 
which he was chris- 
tened, somehow got reduced to “Tim.” 
But that short name has since become 
one of the best known in advertising. 

Now vice-president of Hiram Walker, 
Inc., Tim Healy presides over an adver- 
tising budget that runs up to a yearly 
total of some $6,000,000. Nor does his 
scope of operations end here. Indeed, 
few advertising men today are involved 
in as many diverse and yet significant 
advertising projects as Tim Healy is. 
A long-time member of the Association 
of National Advertisers and its chairman 
during 1943-44, he is also a director of 
the Audit Bureau of Circulations, the 
Advertising Research Foundation, the Ad- 
vertising Council and a member of the 
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laboratories have fulfilled the promise of 
modern electronic research. Exclusive 
developments like the revolutionary Ad- 
vanced-FM System and the sensational, 
patented Philco Dynamic Reproducer 
bring you the new joys you have hoped 
for from radio and recorded music. Hear 
the 1946 Philco and judge for yourself.” 

General Electric and Capehart and RCA 
Victor and Magnavox are saying the very 
same thing—all wrapped up in more or 
less gorgeous colors. Yet, Philco stands 
out. 

Another case in point is a B. F. Good- 
rich advertisement (also in Time for 
March 25) that is part of a long-running 
campaign. Its black and white photo- 
graphic illustration seems to us to be more 
compelling than all the four-color pages 
and spreads of Goodyear and Firestone 
laid down together. It underlines both 
headline and text with an almost docu- 
mentary proof. 

And this, perhaps, is the key. 

Documentary proof in almost every 
case is proof in black and white. Color, 
except when color itself is the proof, may 
be the painting that spoils the lily. 
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executive committee of the Conference 
of Alcoholic Beverage Industries. 

In civic-minded ventures such as the 
Advertising Council, the industry has 
been accustomed to calling on such firms 
as General Foods, Bristol-Myers, U. S. 
Rubber, Borden and Hiram Walker rep- 
resenting their industries. And because 
of this Tim Healy has worked closely on 
many industry projects with such well 
known advertising men as Stuart Pea- 
body, Lee Bristol, Tom Young and 
Charles Mortimer. During the period 
when the council was known as the War 
Advertising Council, he was coordinator 
for the railroad transportation and fuel 
conservation campaigns, He also worked 
on a campaign to assist the War Man- 
power Commission. And at the moment 
he is active in a new campaign directed 
against traffic, home and farm accidents 
for the National Safety Council. 

By what might appear to be a contra- 
diction of effort he is closely associated 
with several current and _ continuing 
studies of the causes of and cures for 
alcoholism. He follows with close inter- 
est the work of the Yale Clinic and is 
supporting an effort designed to induce 
state legislators: to put part of their rich 
liquor tax monies back into facilities for 
the rehabilitation and care of alcoholics. 
Because of Healy’s acquaintance with Dr. 
Howard W. Haggard of Yale University, 
Hiram Walker was the first distiller to 
give financial support to the laboratory 


established there for the study of alco- 
holism. He has crusaded, too, for indus- 
try, support of the Research Council on 
Problems of Alcohol, an affiliate of the 
American Academy for the Advancement 
of Science. 

Business people with whom he deals 
are becoming collectors of the cryptic, 
laconic memoranda which arrive on their 
desks and which usually end with the 
gentle phrase, “if you please.” 

When, for example, a solicitor was too 
persevering in his calls on a Hiram 
Walker field executive, Tim Healy’s 
memorandum said: “If it will not injure 
his income, will you ask Mr. Fish to stop 
swimming upstream to see our represen- 
tative, if you please.” 

No less noteworthy among advertising 
agents is his manner of settling big is- 
sues abruptly, in a word or a phrase. 
One seasoned agency head had a taste of 
this by the way Tim Healy presented him 
with a $2,000,000 account. There had been 
a few preliminary meetings, but no 
presentation, none of the frills which 
usually precede such titanic events. Un- 
known to the agency man Healy had al- 
ready carefully investigated suitable agen- 
cies and made his decision. But his 
method of announcing it was just to 
walk into the agency head’s office and 
say, “Would you like to make some ads 
for us?” 

Born in Minnesota, Tim Healy at- 
tended the University of North Dakota, 
graduated from the University of IIli- 
nois, engineered for a time in Montana, 
got his first advertising job as a writer 
for Eastman Kodak Company. Like many 
another advertising executive, he leans 
strongly to the creative side, dating per- 
haps to summers spent in running a post- 
master’s newspaper in Glenburn, N. D. 
He likes to think of this youthful venture 
as one of his most enjoyable, and he re- 
calls how he went out to get the news, 
wrote it, sold the ads, set them by hand, 
paid the bills, and swept the floors. 

Healy went to Eastman to be with one 
of advertising’s historic old-timers, the 
late L. B. Jones. Shortly after Healy’s 
arrival as a writer, Jones hired the bril- 
liant and erratic Howard Harrington 
Imray as advertising manager. Like all 
advertising men who worked with Im- 
ray, Healy rates him not only as a great 
teacher, but as one of advertising’s most 
colorful figures. As Imray’s right hand 
Healy spent about 12 years with Eastman. 

Except for a brief and hectic interlude 
in the agency business with J. Stirling 
Getchell, Tim Healy has always been a 


client. A long-time friend of Getchell’s, 
Healy joined that famed and frantic or- 
ganization in 1933 as general manager in 
New York. The hope within the organi- 
zation was that Healy would bring order 
into a somewhat disorderly operation. Of 
his experience in doing so Tim Healy says 
simply, “I was not very successful in 
bringing composure into a place where 
composure was against the rule.” 

Joining Hiram Walker in 1934 as ad- 
vertising manager, he was made a vice- 
president and director four years later. 
He serves also as a director of an unre- 
lated company, Piel Bros. in New York. 

At Hiram Walker Healy’s prime objec- 
tive is to build up brand properties as 
important company assets. Unlike some 
distillers Hiram Walker has been re- 
ducing the number of brands in its line, 
concentrating principally on Canadian 
Club, Imperial, Walker’s DeLuxe, Lon- 
don Dry gin, cordials and ready-to-serve 
cocktails. Under Healy, Walker’s adver- 
tising has reflected this change with 
straightforward, brand-building ads, not- 
able for their lack of superlatives, gad- 
gets, and smooth, mellow adjectives. Evi- 
dence of this can be found in two current 
campaigns which are among the most 
talked of in their fields, one for Canadian 
Club whisky and another for Imperial 
whisky. This has not been easy to ac- 
complish. Many a copywriter has worn 
his pencil down to the eraser in a vain 
attempt to introduce a new or an inter- 
esting element into whisky advertising. 
Federal, state and industry restrictions 
are so stringent that it is the master, in- 
deed, who can make a whisky ad read- 
able and still keep it legal. Yet Hiram 
Walker’s Canadian Club and Imperial 
campaigns both rank high among those 
“best read” for all classifications, and 
among whisky, beer and wine campaigns 
few equal them. 

A Detroit-New York commuter, Tim 
Healy is virtually a crew member aboard 
the New York Central’s “Detroiter.” No 
one has computed the percentage of his 
lifetime which has been spent in Pull- 
man berths, railroad stations, hotels, but 
it very likely is a record surpassed by 
few. When he is at the office he can be 
found at Hiram Walker’s huge, quiet, 
ivy-covered building in Walkerville, Ont. 
There, amid surroundings reminiscent of 
th Bank of England and replete with 
brass grillwork and huge Italian marble 
fireplaces, Tim Healy may be found in 
a spacious office busy with agency people, 
the distillery business, and reservations 
for still another trip. 
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CARTOON VS. ILLUSTRATED LETTERHEADS 


Of recent years, there has been a grow- 
ing tendency to use illustrated letterheads 
instead of the standard type of letterhead. 

The illustrations vary from the pictur- 
ing of the company’s products and offer- 
ing of premiums, to attention getters such 
as “eye openers” or the cartoon type of 
illustration. 

What type of illustration pulls best, 
the cartoon type or the regular illustrated 
type? 

To determine which type is more re- 
sponsive, Robert E. Hill, circulation di- 
rector of Bakers’ Helper, a publication 
reaching wholesale and retail baking 
establishments, made a split mailing to 
a list of 22,136 prospect names. 

Mr. Hill took the same letter and used 
a cartoon type of letterhead on half the 
list and a regular illustrated type of let- 
terhead on the other half. All other fac- 
tors were equal—same offer, same circu- 
lar, same order form, same mailing 
envelope, same one-cent postage. To in- 
sure an accurate test, every other en- 
velope was selected for the cartoon 
letterhead mailing. 

The far distant points were mailed 
from Jan. 29 to Jan. 31, 1946, and the 
nearby states were mailed on Feb. 1, 1946. 
Every effort was made to keep the letters 
from arriving on Monday, which is not 
considered a good day for direct mail to 
be delivered in the baking field. 

Here are the results to date: 

Cartoon letterhead ....... 214 orders 

Book letterhead ......... 252 orders 

The book illustrated letterhead out- 


rit, LATELY PVE 
BEEN GETING EM 
OUT OF Hn Book AND 
BAKERS OUPER! 
SY Brae, 


poke tape 
os tenes esane” 


Wicnerés 


wolete recipes 
versete. Rabie 
wy Feud 


Asmecian Guft orrenne or 
ay [———,_, PAUL 

RICHARDS POPULAR BOOR 
+ 


BREADS, ROLLS and SWEET DoUGHS 


pulled the cartoon letterhead by 17.2%. 
The conclusion reached by this test is 
that the illustrated premium book offered 
has more appeal than the cartoon illus- 
tration even though it may be more 
dramatic. 
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Palm & Patterson Open 
Cleveland Agency 


Palm & Patterson, Inc., new 
Cleveland agency, has opened of- 
fices in the Park building, Public 
Square. A. C. Palm, formerly ad- 
vertising division manager of Wes- 
tinghouse Electric Corporation, 
Pittsburgh, is president of the 
company, and T. J. Patterson, also 
formerly of the Westinghouse ad- 
=— department, vice-presi- 

ent. 

Their accounts include Barrett 
Machine Tool Company, Mead- 
ville, Pa.; Davey Export Company, 
New York; Gibson-Stewart Com- 


pany and Light Metal Machinery 
Company, both of Cleveland. 


Appoints Campbell 

Don Campbell, recently dis- 
charged from the Navy and before 
that copy desk chief of the Her- 
ald, Miami, Fla., has joined the 
public relations staff of American 
Locomotive Company, New York. 


Joins Simpson-Reilly 

Richard E. McCarty, recently re- 
leased from the Navy, has joined 
the San Francisco sales staff of 
Simpson-Reilly, publishers’ repre- 
sentative. 


First Annual PR 
Awards Presented 
at Capital Meet 


Public Relations 
Association Gives 
‘Oscars’ to 44 


Washington, March 30.—Public 
service efforts of individual ad- 
vertisers and entire industries 
were liberally recognized here to- 
night as the American Public Re- 
lations Association cited the Ad- 
vertising Council, the CED, and 
the Life Insurance Institute among 
the 44 outstanding public rela- 
tions jobs of 1945. - 

While these three industry ef- 
forts and a number of others were 
included among the APRA win- 
ners, the judges made similar 


awards to a wide range of other 
public relations programs ranging 
from the elaborate efforts of the 
American Meat Institute, to the 
CIO and the $100 veterans re- 
habilitation effort of the South 
Jersey Manufacturers’ Association. 

Each of the APRA awards an- 
nounced at tonight’s ‘convention 
banquet was considered equal, 
with the winners divided under 13 
headings, such as radio, associa- 
tions, religion, transportation and 
the business of public relations. 
In most groups the APRA judges 
were careful to include typical 
large and small public relations 
campaigns. 


McClintock Heads Judges 


First winners of the new annual 
award by APRA, the selections 
were based on three-part presen- 
tations of less than 3,000 words, 
outlining the objective of each 
campaign, the steps taken and the 
results achieved. The committee 
of judges, headed by Miller Mc- 
Clintock, New York industrial 


consultant, included Harwood 
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June 23, 1921, and on Signal Hill the Shell Discovery Well “blew in’! 
Fortunes, excitement and booming prosperity came to the quiet seaside resort 
town; Signal Hill led all fields in the country for the next six years... is still 
a rich, long-life field! In 1937, Oil again! This time under Long Beach Har- 
bor; now California’s number one producing field! The city was on its way, 
the first long strides had been made toward today’s industrial Long Beach! 

Through the years the Press-Telegram has paced the growth of the city, 
gaining acceptance and respect. Today’s 79,000 net paid daily circulation 
represents that acceptance by the able-to-buy familics of Long Beach; offers 
dominant coverage of this rich, expanding market. 


RATIONING NOTICE! For best use of your -campaign dollar, consult 
WLA&C, our national representatives. 


Longe BEACH 


Press-Celegram 


In Greater Lona Beach it’s the Press-Telegram! 


derailed catteaslp by 
& Williams, wrence and Ee 
& Cresmer Co., Members & 
# Metro Pacific Comics, 
Pacific Parade, Nancy 
Sasser Groups. 


Get this New Book of 100 New a 


Explains Equipment, Technique 
for All Essential Radio Effects 


Contains complete authentic information for the 
beginner and a refresher for the professional 
sound man. Includes chapters on control room 
signals, trick effects and use of the turntable. 
Explains how to “make” the slam of a door, cry- 
ing baby, rumbling thunder, grinding street car, 
the purr of an idling motor and many other stu- 
dio sound effects. Fully covers the sound man’s 
responsibility for presenting an appropriate back- 
ground for dramatic and commercial broadcasts. 


IDEAL FOR RADIO, RECORDING Pry r wT ee Vilma laelliel. 


STUDIOS, SCHOOLS. Ziff-Davis a Co., Dept. R-6 
Written by sound specialists of Station 185 North Wabash Avenue 


ate hendveds. of 
studio sound 
effects. 


WOR, New York. A ‘“‘must’’ for broad- Chicago |, Iinois 
casting stations, sound effects technicians, Rush my of “Radio Cound Effects.’’ 1 may re- 
students, theatre groups and all others turn it within 10 days for full refund. 


interested in sound effects sources. Tells ( ) Send C.0.D. for y 50, plus postage 


how to compile sound effects library. ( ) 1 emelose $1.50, you pay postage 


Each chapter has a short quiz to help 


sing Age, April 1, 1946 


Childs, associate professor of poli- 
tics at Princeton; Stephen T, 
Early, vice - president of Pul 

Inc.; Ted Gamble, former director 
of the Treasury’s war finance di- 
vision; Robert S. Henry, Associa- 
tion of American Railroads; Don- 
ald M. Bernard, advertising direc. 
tor, Washington Post; and John 
Brandt, Land O’Lakes Creameries, 

Announcement of awards cli- 
maxed APRA’s first three-day na- 
tional convention, at a $15 dinner 
reduced to famine standards, with 
Agriculture Secretary Clinton 
Anderson as the featured speaker, 
On Friday, APRA members had 
enjoyed a “continuous” laboratory 
session featuring a succession of 
15 “clinic” talks. 

Competition for the APRA pub- 
lic relations trophy had been an- 
nounced early this year, open “to 
any person, firm, group, corpora- 
tion, association or other organiza- 
tion engaged in the practice of 
public relations, or maintaining a 
full-time operational function of a 
public relations nature.” 

Four awards were given for 
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It happens 


EVERY 
WEDNESDAY 


at the Union Station @ 


Toronto’s Union Station is a 
mighty busy place on Wednesday 
evenings. But all the hustle and 
bustle isn’t confined to the main . 
concourse. Go back to where the 
Vancouver mail is being loaded, 
and you'll spot a sight that tells 
a story to an advertising man. 


You'll see long lines of baggage 
trucks filled with hundreds of 
mail bags containing copies of 
next week’s Star Weekly. You’ll 
see a husky crew loading a special 
mail car with these important 
bags. When the car is filled, 
floor to roof, you’ll see the tag go 

n— “MAIL— IMPORTANT — 


Vancouver.”’ 


Atlantic to Pacific 
This special Star Weekly car goes 
straight through to Vancouver, 
B.C., on the Pacific Coast. 
Different mail cars follow for 
Winnipeg on the prairies—Cal- 
gary in the foothills of the 
Rockies— Moncton, down by the 
Atlantic—and points in between 
—carrying hundreds of thousands 
of copies of the Star Weekly to 


more than twice as many 


U.S. Representatives: WARD-GRIFFITH CO. INC.: New York + Chicago - Detroit - 


crystallize the information in preceding SEED Obed s06 6.508 c0emeeteGedesde bsedeecsccecdeceaed 
pages. Attractively bound. Order your ADDRESS 

ay ; = 16-ter Bt Back ADDRESS  ...... eee rec eee eceeeeeeeeeeeeeeeeneees 
Guarantee. Use the coupon at right. GS eee ee oe ZONE...... tf Serer 


readers everywhere across the Dominion. 
On the highways, too, big streamlined transport 
trucks play their part in making sure that every 
reader gets his Star Weekly on time—and on the very same 
day of the week throughout the entire country. 


Weekly as read any other publication. 
900,000 every week, the Star Weekly—alone—covers over half | 
of all the English-speaking families in Canada’s urban centres ! 


Boston - 


What it means to you 


The job of getting the Star Weekly to its readers is one of the 
biggest weekly distribution jobs done in Canada. 
Canadian families read the Star 
With its circulation of 


MORE THAN 900,000 COPIES SOLD EVERY WEEK 


Me STAR 


WEEKLY 


The reason is, 


Atlanta - San Francisco - Salt Lake City 
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Lake City 


“the business of public relations,” 
one Of them to the Life Insur- 
ance Institute for its anti-infla- 
tion campaign and another to the 
Advertising Council for its serv- 
ice in helping advertisers to per- 
form a public service. Other win- 
ners in the group were F. W. Mc- 
Kenney, Washington public rela- 


tions firm, for Trailercoach Deal- 
ers National Association, and Sally 
Dickson, of the Women’s Club 
Service Bureau, New York. 

Largest group of winners was 
under the “association” heading, 
and included CED, the American 
Fat Salvage Committee, Inc., Na- 
tional Association of Independent 
Tire Dealers, National Association 
of Ice Industries, The American 
Association of Small Loan Com- 
panies, Long Beach Retailers As- 
sociated, American Meat Institute, 
Society of American Florists, and 
South Jersey Manufacturer’s As- 
sociation. 


Many Awards Given 


Awards for “transportation” 
public relations went to the 
Southern Railway System; South- 
ern Pacific Company; New York, 
New Haven and Hartford Railroad 
Company; Capital Transit Com- 
pany, Washington, and American 
Trucking Association. The Uni- 
versity of Denver National Opin- 
ion Research Center received an 
award under the “research” classi- 
fication, for a study of reading 


S habits in cooperation with the 


American Library Association. 
Three public relations awards 
in the radio field went to NBC, 
the NAB and station WNAX, 
Cowles station in Yankton, S. D., 
which selected the “typical mid- 
west farmer.” The Associated 
Printers and Lithographers of St. 
Louis received an award in the 
graphic arts industry, for efforts 
to build St. Louis as a printing 


center, and Pictograph Corpora- 


tion was also given an award in 
this classification. 


In the “agriculture” field, the 
judges selected the Milk Industry 


= Foundation, the office of informa- 
i tion of the U. S. Department of 


Agriculture, and Frank Block’s 
U. S. Pulpwood Council for its 


= work in inducing farmers to cut 


pulpwood from their woodlots. A 
“labor” public relations trophy 
went to the CIO for a comprehen- 


Ss sive internal and external pro- 


gram to alleviate public antipathy 
to strikes, and to reach the return- 
ing veteran. 


Management Awards, Too 


Awards in the “management” 
group went to Cities Service Com- 
pany, Rowe Mfg. Company, Geor- 
gia Power Company, the Manhat- 
tan Rubber Division of Raybestos- 
Manhattan, Inc., and Wisconsin 


= Power and Light Company, the 


latter for a house-to-house canvass 
in Kohler, Wis., to defeat a village 
referendum on public ownership 
of the power plant. 

Designed to reduce public dis- 
cussion, and prevent spread of the 
referendum idea to neighboring 


= communities, the Wisconsin Power 


and Light Company effort cost $145, 
involved no advertising, and cen- 
tered on visits with voters by em- 
Ployes of the supervisory level 
and above. 

The Financial World won men- 
tion in the publications field for its 
“oscars to industry” in the inter- 


Photostat divisions 

540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 
410 N. MICHIGAN AVE. 
111 E DELAWARE PL. 


STANDARD STUDIOS inc 
Photography 540 N. MICHIGAN AVE. 
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est of encouraging better financial 
statements from corporations. Also 
in the publications field, the judges 
selected the Ziff-Davis Publishing 
Company, and The Los Angeles 
Times, the latter largely because 


of its trade paper advertising 
boosting Los Angeles. 

Four awards were given in the 
“government” field—the Signal 
Corps Photographic Center at 
Long Island City; the U. S. Coast 
Guard public information division 
in Washington; the Office of Avia- 
tion Information of the Civil 


Aeronautics Administration, and 
the Terminal Island Navy Ship- 
yard for its work in combatting 
wartime social disclocations in the 
Terminal Island boom area. 

Awards in “religion” went to 
the Federal Council of Churches 
of Christ in America and the War 
Prisoners Aid Committee of the 
YMCA, New York. In “educa- 
tion” APRA honored Bates Col- 
lege, Lewiston, and KVOO, the 
University of Tulsa. 

Assistant Secretary of State 
William Benton told the story of 


government public relations abroad 
at the Friday convention lunch. 
Morning and afternoon had been 
broken up into 20-minute discus- 
sions of “the community story,” 
“trade associations and public re- 
lations,” and “counsel and client” 
by a series of distinguished speak- 
ers with a variety of approaches 
to each topic. 


Somervell Heads Koppers 


Gen. Brehon B. Somervell, com- 
mander of the Army service forces, 


has been elected president of Kop- 
pers Company, Pittsburgh, effec- 
tive May 1. J. P. Williams Jr,, 
chairman of the board, will remain 
chief executive officer of the com- 
pany. 


SELL BY MAIL 


this successful mail order advertising 
agency show you_hew to sll Your marenandlon, 


ARTWIL COMPANY, Advertising 
26 West 48th Street @ New York 19, N. Y.. 
MEdallien 83-0618 
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_.. Where the Great Lakes Terminal Warehouse offers 


exceptional facilities in this key distributing center 


5 location and trans- 
portation facilities make this 


a natural distributing point 


for a populous area. 


Great Lakes Terminal Ware- 
house, one of the largest of its 
kind in the nation, provides 


unusual facilities for storage 


and redistribution. 


Toledo and other communi- 
ties within a radius of 150 


miles with 5,500,000 cu. ft. 


thing from food to flowers. 


Nearly half the total space is refrigerated, to 


It serves 


of storage capacity, for every- 


The 


handle perishable commodities of every kind. 


and this is the TOLEDO BLADE 


And speaking of distribution, the Blade distributes daily in excess 
of one paper for every home in Toledo...a measure of the extent 


to which the Blade is a part of Toledo’s daily living, as it has been 
for more than 100 years. The Blade’s entire coverage of its city and 
trading areas is equaled by few, if any, papers in the entire country 


—evidence of its fundamental 
appeal to all members of the 
diversified community it serves. 
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PUBLIC RELATIONS 
MAN AVAILABLE 


Experienced public relations man 
wants connection with private indus- 
try or agency. Pre-war experience 
includes 10 years advertising, radio, 
public relations. Specializing in food 
accounts, manufacturing, aviation. 
Veteran, available now! 


: BOX 6450, ADVERTISING AGE 
100 E. Ohio Street, Chicago I1, Ill. 


SALES MANAGER 


We want a Sales Manager for our well 
established industrial package goods. 
Office within 60 miles of Chicago. Re- 
sponsible for entire sales operation. Ex- 
perience essential in successful sales 
management. College. Age 35 to 44. 
Excellent opportunity. Write personal 
history in confidence. 


i BOX 6453, ADVERTISING AGE 
: 100 E. Ohio Street, Chicago II, Illinois 


—The Advertising Market Place — | 


The rates for this department are as follows: “Help Wanted,” “Positions 


wanted,” 
50 cents a line, minimum charge §$2. 


and spaces per line; light bodyface 34 per line. 


lines. Terms cash with order. 


“Representatives Wanted,” 


and “Representatives Available,” 
Figure bold face heads 25 letters 
Box numbers add two 


Forms close Monday noon preceding 


publication date. Display advertisements take card rates. 


HELP WANTED 


HELP WANTED 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with lead- 
ing organizations. 

185 N. Wabash Ave., Chicago 
Cireulation Assistant. Business paper 
publisher has opening for corre- 
spondent and promotion man who 
will assist circulation manager, 
write some advertising and handle 
part of general routine. Give com- 
plete information including educa- 
tional background, age, experience, 

salary requirements, references. 
Box 8075, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING MANAGER 
FOR CALIFORNIA 

Real opportunity for man or woman 
with department or furniture store 
advertising experience, who has in- 
terest in merchandising. Will be 
advertising manager of a big, pro- 
gressive homefurnishing store in 
California. Interviews may be ar- 
ranged in Chicago or New York, but 
your letter must contain full details 
of experience, salary and recommen- 
dations. 

Box 8092, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ACCOUNT EXECUTIVE. Established 
4-A Agency (not in New York) 
wants experienced man in his thir- 
ties to service national industrial ac- 
counts. Position offers pleasant sur- 
roundings, group insurance, pension 
plan and security. Give age, educa- 
tion, personal background, names 
and dates of previous employers, ad- 
vertising experience. 

Box 8089, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il]. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 

209 S. State St.. Har. 2063, Chicago 
Editorial Production and Advertis- 
ing Man Wanted. Fast growing Na- 
tional Trade Organization desires 
young, energetic journalist for Na- 
tional magazine. Job involves edi- 
torial production and advertising. 
Previous experience in both fields 
highly desirable. 


National Rural Electric Cooperative 
Association 
1711 Connecticut Ave., N. W. 
Washington 9, D. C. 


ee 
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MONSEN-CHICAGO 
provides a Type Manual 


that eliminates ALL guesswork 


e Clear, concise presentation of type 


‘can be entitled to this valuable manual. 


| a eT 


ILLINOIS STREET ° 


makes it easy to select face best 


suited to your job. 


e Convenient scale at top of each page 


helps you figure type sizes. 


e More than 500 type styles give oppor- 


tunity for flexibility in ad planning. 


e Write today! Learn how every adman 


SUPERIOR 1223 


4 AZO x 


HELP WANTED | 


~"eness ‘ age a Ty 


HELP WANTED 


COPYWRITER WANTED 
for permanent position in Chicago 
with largest insurance organization 
of its kind. Position requires thor- 
ough experience and ability to take 
full responsibility for promotional 
campaigns and supervision of copy- 
writing staff. Unlimited future pos- 
sibilities in a business that has pros- 
pered through wars and depressions. 

Box 8090, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Sales Promotion Manager 

for mid-west manufacturer, out- 
standing leader in field. Applicant 
should be between 30-35 years of 
age, have well rounded experience 
with sales forces selling to top man- 
agement. Successful applicant will 
be required to originate sales pro- 
motion ideas and material, sales 
contests, sound-slide films and direct 
salesmen ‘award system. Industrial 
sales promotion experience helpful. 
Application should include full in- 
formation, photo and salary require- 
ments. 

Box 8091, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Salesmen: for exclusive new line. 
Full or side line. Unlimited possi- 
bilities, no competition, repeat or- 
ders. Mo., Ill., Ia., Ind., Mich., Ky. 
Give details. Gardiner-Collier, Inc., 
1037 W. Primm St., St. Louis 11, Mo. 


PERSONALIZED SERVICE 
CAREER COUNSELORS 
GENL MGR—Machinery..... $25,000 


CONTACT MAN—Ad agcy.... 18,000 
COPY W—Consumer gds..... 15,000 
COPY W—Drugs foods....... 10,000 
COPY W—M.O. direct........ ,000 
ADV MGR—Mfg home app... 8,000 
SALES MGR—Ener equip.... 10,000 
SALES MGR—Food mfgr.... 12,000 
PRO MGR—Trade assoc...... ,000 
PRO MGR—Consumer gds.... 7,500 
PUBL MAN—Finanl firm..... ,000 


CIRC MEN—tTrade paper..... 6,000 


EDITORS—tTrade paper ..... 6,500 
MARKT RES MEN—Ad agcy. 6,000 
MDSE MEN—Hard lines..... 8,500 
BUYERS—Hard lines........ 6,000 
SALESMAN—Class journl.... 2,000 
SALESMEN—Tech journl.... 7,500 
SALESMEN—Trade paper.... 6,000 
TRAINEES—Vet grad....... ,600 


THE HONES COMPANY 
14 E. Jackson BI., Suite 1515, Chgo. 


ADVERTISING MANAGER ~ 
for Chicago plant. Age 28-40. Execy. 
tive type with creative ability ang 
experienced in direct mail and gen. 
eral advertising. Electronic know}. 
edge desirable. A responsible job fo 
high class man. Salary to fit ability, 
State background, connections, anj 
qualifications in letter. Applicatioy 
treated confidentially. 

Box 8087, ADVERTISING AGE 
100 EB. Ohio St., Chicago 11, Ill, 


We are looking for a man to direg 
promotion, advertising and sales of 
our publications and services in the 
transportation field. We want some. 
one with ideas, plenty of energy anq 
ambition. A key position with 4 
well-established company for some. 
one who likes to sell and see results, 
Box 8093, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill, 
Experienced man or woman to tak 
charge of classified ad dept. of 3) 
year old national monthly. Judy 
Publ. Co., Chicago, Ill. 


POSITIONS WANTED 


ARTIST — ILLUSTRATOR; 8 yrs 
exp. adv. and mag. illustration. De. 
rs Leng mag. connection. Full or part 
time. 
Box 8095, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Gen. Copywriter, exp. in radio ani} 
newsp. adv. desires conn. with smal] 
or medium size agcy. Will consider 
comb. sec. and copywriting. 
Box 8096, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Publicity—Public Relations Man 
Top-notch working newspaperman 
with 9 years publicity agency expe- 
rience wants advertising agency or 
industry public relations connection, 
Chicago. 

Box 8109, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Ex-air corps major, age 26, desires 
to make advertising a career. Grad- 
uate of Syracuse University Class 41, 
Business Administration course in- 
corporating advertising and selling, 
Knowledge of graphic arts. Experi- 
ence as supervisor of cost analysis 
section in large company. Interested 
in agency or moderate size concern. 

Box 8097, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


CREATIVE ART DIRECTOR 
AVAILABLE 
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ADVERTISING 
PROMOTION MAN 


for a national seven-figure-circula- 
tion magazine. Old established 
leader in its field. Applicant 
should have had publication and 
advertising agency experience. 
Top men only, please. Job pays 
$10,000 annual salary to start. 
BOX 6452, ADVERTISING AGE 

330 West 42nd Street 

New York 18, N. Y. 


GROCERY SPECIALTY WANTED 

To round out present line, food manufacturer 
wants specialty item which can be sold 
through grocery channels. Has established 
distribution and sales coverage in Middle 
West. Will consider outright purchase or will 
act either as a selling organization or will 
provide complete manufacturing and distribu- 
tion service. 

BOX 6451, ADVERTISING AGE 

100 E. Ohio Street, Chicago 11, Illinois 


ACCOUNT EXECUTIVE — 


is poor advertising agency service jeop- 
ardizing accounts which you control? 
Then investigate new Chicago agency op- 
portunity gay genuinely superlative 
creative ability. ttractive terms. 


Box 6454, ADVERTISING AGE 
100 E. Ohio St., Chicago iI, Illinois 


Man who understands modern 
merchandising and selling to 
introduce a new plan for in- 
creasing sales through stimulat- 
ing and training retail sales 
personnel. Must be qualified to 
meet leading merchants on an 
even footing. Retail selling and 
training experience desirable. 
Extensive travel required. State 
fully record, education, and ex- 
pected salary. 


Box 6443, Advertising Age 
330 W. 42nd St. 
New York 18, N. Y. 


REP AVAILABLE 
CHICAGO CORRESPONDENT for trade 
peees in wn ee? fields available. 

ewspaper, magazine background, col- 
lege graduate. Recently appointed Chi- 
cago representative for papers in food, 
drug field. Can handle one or two other 
assignments on string basis. 


ox 644 
fonts Age, 100 E. Ohio Street 
hicago II, Hlinois 


To hold present markets and to create new ones will de- @ ju 
mand the greatest ingenuity in sales and advertising. cet 
15 years with three leading advertising agencies as cre- vert 
ative art director have placed me in the position of hav- ~~ 
ing a keen appreciation and knowledge of ideas, layouts sen 
and art treatment that sell the product. pot 
_ My greatest successes have been in food advertising and Fe 
general package goods, but I am by no means limited ite 
. to any specific treatment. mia 
Am capable of contacting clients, assuming charge of adv 
art department and, if desired, direction of mechanical oa 
production to the final completion of advertisement. chi 
ref 
BOX 6446 -° ADVERTISING AGE 
100 EAST OHIO STREET, CHICAGO, ILLINOIS 
100 
ea 
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POSITIONS WANTED 
GER ~~ NAVY OFFICER—FORMER ASST. 
0. Exe ADVERTISING MANAGER 
ility om & PRODUCTION MAN 
and andg with large national dept. store 
c knoe chain. College grad. Newspaper & 
le job bi sales exp. Ambitious, aggressive 
it abil g youns man. Excellent references & 
‘eo ility. jackground. 
plicatitg Box 8098, ADVERTISING AGE 
On 100 E. Ohio St., Chicago 11, Ill. 
+ AGE RADIO SALES 
Li, i Clean-cut, intelligent ambitious 
to diregg young man with good educ. back- 
Sales off ground. Over year and a half space 
es in them sales exp. on top Chicago newspa- 
Mt some. per; 6 mos. exp. in sales, talent pub- 
ergy angg licity and promotion with 1 of big 
with af 4 phono. record companies. Misc. 
or sOme.§ intang. & merch. sales, business and 
e results§ adv. training and experience. Single. 
+ AGE Free and willing to live or travel 
32... 2e0 anywhere in U. S. Desire to obtain 
» to tak position as time-salesman with ra- 
ot. of rH dio station. Will accept job entailing 
ly. Tuas other than sales duties to get start 
¥ YE in radio. 
ae Box 8099, ADVERTISING AGE 
D 100 E. Ohio St., Chicago 11, Ill. 
} § yrs YOU ADVERTISING MEN 
tion. De Look, fellows; I have professional 
_ Or part radio experience, I wrote army pub- 
lic relations and radio material, I 
+ AGE can type, and I plan to supplement 
11, Ill. § my two years of college and my job 
adio ang§ at night. Some day I'll write your 
ith small copy or handle your traffic or work 
consider§ up your productions or sell your 
services—All I want is a chance to 
| AGE begin. 
l1, Ill, Box 8103, ADVERTISING AGE 
= Man” 100 E. Ohio St., Chicago 11, Ill. 
mfp LIVE-WIRE ACCOUNT EXEC. 
vones | Hampered in one-man agency! Chaf- 
es ns & or] ing to progress with small medium 
inectiong size NYC agency or firm’s adv. dept. 
AGE 9 solid years exp. indus., consumer, 
1, I trade adv., copy-production, sales 
——» “*";_§ promotion, editor. publicity. Age 29. 
, desires Box 8104, ADVERTISING AGE 
r. Grad-§ 330 W. 42nd St., New York 18, N. Y. 
Class 41, 
urse in- 
NEON RMS PURE RET 
Experi- 
analysis 
terested 
concers, 
Syl PRINTING BUYER 
At AN 8 ly 
MECHANICAL 
PRODUCTION MAN 
DUCT A 
. @ Just mustered out of the army 
and ready to go to work with an 
advertising agency or in the ad- 
. vertising department of a manu- 
, facturer. I have had six years’ ex- 
perience with three top flight 
agencies where I was responsible 
for all mechanical production. 

For three years I was printing 
buyer along with managing the 
operations of various mechanical 
functions in connection with the 

advertising department of a large 
mid-western manufacturer. My 
age is 30, married and have two 
children. Can furnish many fine 
references—business and personal. 
Box 6448 
ADVERTISING AGE 
— 100 East Ohio St. Chicago, Ill. 
»dern 
3 to IF YOU ARE A 
r in- 
ulat- 
sales 
1d to 
n an 
and 
able. 
tate 
1 ex- B.« 
critical buyer, 
je 
as “Terrific!” 
a just batting out copy. 
trade 
lable. 
Efi. us a line and maybe we can get together. 
food, 
other 
eet 


POSITIONS WANTED | 


DEPENDABLE writer with 


news- 
paper, magazine, publicity and pub- 
lic relations experience desires any 
kind of writing job where sound 
background, good imagination to- 
gether with absolute dependability, 
count. Married, good habits, will go 
anywhere there is an opportunity. 
Box 8088, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Alert, personable woman, exp. in 
public relations, publicity, writing 
and editing seeks position where 
sound background, good imagination 
and absolute dependability count. 
Exc. exp. in hospital and education- 
al fields. Just won Nat’l recog. for 
public relations program, 

Box 8110, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Copywriter for General Accounts 
Copy that clicks—national, trade 
paper, dir. mail. Versatile Chicago 
woman wants opportunity to use 
broad merch. knowledge creatively. 

Box 8105, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Top Newspaper-Magazine Advertis- 
ing Salesman and Executive 
Qualified in both national and retail 
as top producer and ad manager in 
toughest metropolitan newspaper 
fields and national magazine, to in- 
spire and lead hard-hitting staff on 
medium or large circulation news- 
paper or magazine; important, key 
selling job; or advertising manager 

for large manufacturer, 
Campaign—plan minded, prolific in 
original ideas and copywriting, well 
acquainted among agencies. Must be 
sound, promising, career opportun- 
ity. Kast, South, West. 

Box 8106, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING PRODUCTION MAN 
20-yr. pract. exp. as typographer, 
buyer of ptg., engrav., typog., etc., 
large Chgo. firms; handle newsp. & 
ptd. adv., copy to delivery; working 
knowl. letterpress, offset, other 
graphic arts; 1% yrs. prod. assist. 
large Chgo. printer. Available now. 
Details given. 

Box 8107, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


An all around publishing, advertis- 


ing and editorial experience needs 
new avenue for progress where sev- 
eral varied productive talents can 
be employed more profitably. Acct. | 
exec. possibilities; space sales; man- | 


agerial or publisher duties. Present | 


salary good; interested only in sub- 
stantial increase or better opportuni- | 
ties. | 
Box 8111, ADVERTISING AGE | 
100 E. Ohio St., Chicago 11, Ill. | 


Copywriter—wide experience fash- 
Free-lance or part 


ions and misc. 
time. | 

Box 8101, ADVERTISING AGE | 
330 W. 42nd St., New York 18, N. Y. 


DO THESE QUALIFICATIONS 
MEET YOUR REQUIREMENTS? 
U of Minn. grad, ’39, journalism ma- 
advertising minor. Exp. on 
weeklies, small dailies—gen. rptg., 
editing wire, local copy. Display aa 
sales exp. inclg. layout, copywriting, 
servicing nat’l. accts. on med. size 
daily. Inducted as pvt. ’42, on term 
lv. now as capt. As EM helped or- 
ganize, served as news, makeup edi- 
tor 12-page paper. Grad. Adm. OCS. 
Duty in U. S. as Co. Comdr., editor 
prize-winning Army paper, public 
relations officer large camp. Public 
included publicity 
writing, camp promotion, speeches, 
head of War Chest, Xmas_ Seal 
drives, liaison for co., camp tours, 
contacts with ad agencies and Hol- 
lywood celebrities for camp enter- 
tainment, network broadcasts — 
rated SUPERIOR entire period. 
Overseas duty—mil. and civ. censor- 
ship with intelligence group, Mac- 
Arthur’s HQ. Rated EXCELLENT. 
Prefer public relations, publicity, 
editorial, sales position in that or- 
der. Require normal chance for ad- 
vancement, reputable firm and mdse. 
Single, 28. Protestant, Scotch-Irish- 
Dutch. Have integrity and ability 
references. Available immediately, 
anywhere in U. S. Call, wire or write 
Jim Smutz, Devils Lake, N. Dakota. 


jor, 


relations duty 


MAIL ORDER CATALOG 
COPYWRITER 


. «. and perhaps tired of the stale grind of pulling words 
out of your Thesaurus, placing them in various sequences 
or even spelling them upside down to satisfy some hyper- 


. «then it is quite possible you should join the advertis- 
ing department staff of one of the country’s leading manu- 
facturers whose past is thoroughly established on firm 
ground and whose future can most readily be described 


Here you will find plenty of latitude for your creative 
ideas and will not be expected to devote all your time to 


Our products are made for people’s fun, so planning 
and creating advertising for them is really fun too. 


So, if you feel as though you'd like to break it up, drop 


BOX 6447, ADVERTISING AGE, 100 East Ohio St., Chicago, Ill. 


POSITIONS WANTED 
Advertising and Promotion, 5 years 
experience, sales and executive. 

Box 8100, ADVERTISING AGE 
__ 100 E. Ohio St., Chicago 11, Ill. 
Advertising Copywriter — Some 
agency experience; seeks position 
otfering further training. 

Box 8102, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
REPRESENTATIVES AVAILABLE 
Publishers’ Representative—Over 20 
years’ experience trade paper field, 
ean add one or two national busi- 
ness publications desiring prospect 
and agency coverage. New York, ad- 
jacent territory. 

Box 8094, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


MISCELLANEOUS 


Annual Encyclopedia Publication 
In Major Industry For Sale... 
Successful publishing prop- 
erty in the form of an annu- 
al basic industrial Encyclo- 
pedia is offered for sale. 
Either outright sale, or sale 
with lucrative executive po- 
sition in sound publishing 
organization as part consid- 

eration is possible. 
Box 8108, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ARTIST—VISUALIZER 
Clean, crisp comprehensives smartly 
executed. Slick letterer, illustrator. 
Any medium. Free-lance. Write or 
phone James Pearl, 1214 Walnut St., 
canon 5602, Philadelphia 7, 

a, 


Broadcast Cubs Games 


For the third consecutive season, 
all Chicago Cubs baseball games 
will be co-sponsored by Old Gold, 
through Lennen & Mitchell, New 
York, and Walgreen Drug Com- 
pany, through Schwimmer & 
Scott, Chicago. WIND, Chicago, 
will broadcast the games exclu- 
sively. 


Hickok Names Agency 


Hickok Mfg. Company, St. Paul, 
maker of belts, braces, garters, 
jewelry and wallets, has appointed 
Kastor, Farrell, Chesley & Clif- 
ford, New York, to handle its ad- 
vertising. National magazines and 
newspapers will be used. 


Plans Book Art Show 


The American Institute of 
Graphic Arts, New York, is gath- 
ering outstanding examples of il- 
lustrated books, published during 
the past ten years, for exhibition 
at the Pierpont Morgan Library 
some time later this year. The ex- 
hibit will feature the work of fa- 
mous artists, such as Picasso, who 


ei ’ ee 


have turned to the illustrated book 
as a means of reaching a larger 
audience in wider fields. 


Wicklum Leaves Stearns 


L. Earle Wicklum has resigned 
as president and managing direc- 
tor of Frederick Stearns & Co., 
Windsor, Ont., pharmaceutical 
manufacturer, to enter the retail 
specialty food business. Ralph 
Henderson will take over general 
supervision of the Canadian busi- 
ness of the company. 


MATURE MAN 


—energetic, with young ideas. 20 
successful years with leading grocery 
manufacturer. Former director of 
local and national advertising associ- 
ations. Wide experience Advertising 
and Merchandising. Full knowledge 
of magazines, newspapers, outdoor, 
point-of-sale merchandising. Present 
position uncongenial. Seeks position, 
New York or vicinity, with Adver- 
tiser, Agency or Publication. 
Box 6455 

Advertising Age, 330 W. 42nd Street 

New York 18, N. Y. 


every detail. 


reproduction. 
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Watch the photo-engraver at his work. His unfailing craftsmanship 
in reproducing the original copy with tonal values, highlights and 
solids is a joy to behold. His careful, painstaking etching holds in 


Good engravings and good electrotypes must go forward hand in 
hand. Make no mistake about it, their qualities are interlocked 
and their mission in letterpress printing is identical. The electro- 
type must be an exact replica of the original—a sensitive, sharp 


Reilly electrotypes are exact duplicates of the originals in every 
detail. Comprehensive experience, relentless research and insistence 
upon perfection in every plate are only three of the reasons for 
this superior Reilly quality. The graphic arts industry nominates 
Reilly year after year as the leader in electrotyping quality. That 
is why America’s national advertisers rely upon Reilly to help 
sell America’s leading brands. 


eoale 
Bie Capra 


ELECTROTYPE COMPANY 


: 305 EAST 45th STREET, NEW YORK 17, NEW YORK 


CHICAGO, ILLINOIS « 


DETROIT, MICHIGAN + INDIANAPOLIS, INDIANA + SAN FRANCISCO, CALIFORNIA 
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=] J: = af | field offices, and will undoubtedly | Daily News, to the public relations 
Building Edict Ss result in postponement of many ag spre A 
. new theaters, bowling alleys and e agency has leased larger 
Effect on Radio other entertainment projects. gy in or eee bull 
With each application destined |/™8 1S Present jocation, and will 
Not Clear to FCC to be handled individually, on the heels can bd sea 
Washington, March 27.—The pr gg “y the co gare = ——$——_ 
: priorities status of new radio sta-|P*Y H . an oun on 7 pp esti- Empire Features 
' tions remained one of the unan-|™te the full effect of the order Clarifies Off 
| swered questions, as the Civilian — Saeeree commercial and indus- es er 
Production Administration today |‘!4l enterprises. FCC Chairman] Empire Features, 260 W. Broad- 
reestablished a freeze on “defer-|CDarles Denny decided, however,|way, New York, offers to news- 
able” construction to assure a to seek an over-all clarification for papers a weekly feature service 
: steady & saa new FM and television station|in return for nine inches of ad- 
y flow of scarce material into vertisin ce eek t i 
low-cost homes for veterans. aspirants. . a oe ron ee 
Phas PRA Nae eta exchange for a premium item of 
os Under the order it is necessary " an Everfeed pen and pencil set, 
a to obtain CPA priority assistance) Campbell-Mithun Adds [as was incorrectly implied in Ap. | New 
a for construction work on houses| tg Staff and Offices VERTISING AGE last week, The § America 
_ exceeding $400, for jobs of more bell-Mi premium is offered only as an in- § products 
than $1,000 on hotels, apartments | ,, C#m™Pbell-Mithun has announced | qucement to the paper fo give Em- ff yeterans 
and commercial buildings, and for | qhanges jn i : ; pire: gu € Borans st 
: . anges 1n its Chicago staff: Stuart consideration 
ogcrreiere — an ogee ae Mnrgee ©n | Potter, formerly of Caples Com- Ati i a dr 
= actories, plants and other indus-| pany, Chicago, to the account B a as they 
The most popular Dailies An trial sites. planning group; Jerry Ream to Harrison Joins Katz the serv 
e ee * Se traffic manager; Robert F. Holman,}; Jerome Harrison, formerly senior On ti 
thi $ part orindia- . ee Effect Hard to Estimate tormerty research director, to di- account executive of WABC, New | after be 
i ee : . d rector of media and research, and| York, and more recently a lieu- d shi 
| é = Pere one oe =. . pe Toga ag ag se ys se sd ge eo the USNR, has joined Saiected 
i ee . ! ; Be ap Sie ns on, m the Navy and formerly as-|the sales staff of Katz Agency. hy: 
No advertising campaign in India can fulfill < * om dminist t 71 local CP TO ° y > L asked b 
| ‘a os wcboed sb ‘arent Ueber aed; } oti? Le be administered a joca A | sistant city editor of the Chicago|New York. products 
i eeenen nen ae aeeniel-ap-sonenoeny 40-95 YY 2 SORE EER ANNE RRR — 
. their importance deserves. And in these T tra saying . 
: areas, which comprise the capital city Delhi, 5 gfe wl 
the Punjab, North-West Frontier Province, ee i. yt 
: the United Provinces of Agra and Oudh, as ~% (S* 17-25 a 
a well as the whole of Rajputana and parts of : 26-38 ¢ 
aii Central India and the Central Provinces, matey 39 and « 
[am 8=6».-“ The Hindustan Times (in English) and its Note: Hindi is the most receivec 
counterpart Hindustan (in Hindi) are widely known language in queried. 
widely read by the middle and upper classes. —[/pper, Central and North- 
Their strong Nationalist policy, up-to-the- tite Biedsten 8 , 
minute news service and high standard of we = Hindl ai b The s 
production make a ready appeal to a public lished in as at * ' erences 
with a substantial and increasing potential far the most popular Hindi why 
for the purchase of advertised goods. daily in India. DO YoU anun Bitona. 
hair pr 
Rates, specimens and full particulars from: dentifri 
9 Vitan 
THE HINDUSTAN TIMES, LTD the vel 
; ' ° . ences 
: 2/3, SALISBURY COURT, FLEET STREET, LONDON. E. C. 4. 
PL PRR TR AI M Valuable Free Surveys Take the Guesswork es 
Out of Industrial Market Analysis. neous | 
One-a- 
MILL & FACTORY has just completed a com- B john’s 
prehensive survey of the Buffalo area. This in- Brothe! 
cludes figures for Erie and Niagara County, whose Squibb 
ey ee : spread 
principal cities are Buffalo, Niagara Falls and 32.63% 
Lockport. The survey tells you how many plant becaust 
prospects you have in the area; how many are in adverti 
each financial bracket; and gives you helpful data ee 
on the nature of industry, and on its employing i. of 
power —a dependable measure of buying power ah. 
for your product. a> : K woNlovof, Ne-reached Copies Thos 
) You can use this Buffalo survey in fixing sales Pests” «= femery Caters Mien 4 
TOUGH quotas. It will help you determine where you can Rated over $1,000,000 104 see teem  on8 house 
concentrate sales effort most profitably. The sur- $750,000 to 1,000,000 29 29 100% 32 ents, W 
: GOOD LOOKING pi og a “aesngtiaga en " ea ronan —— 16 — = - soe 2% rth 
f analysis, for plants too small (regardless of finan- — 4 ° 29 . 
) INEXPENSIVE cial rating) to reward sales effort are eliminated, gree ™ an 28 9 100% a — : 
VERSATILE as also are warehouse, and other establishments a a Seve 
. re ; otal 211 244 286 
with little or no buying power. erans 
: *These are mainly the important unrated plants. ing cr 
How Mill & Factory Gets The Facts **Tests show each copy of Mill & Factory is read by 5 or those 1 
6 plant executives. in the 
Swing-O-Ring MILL & FACTORY is able to secure these facts FT Te ee 
—and to screen out establishments with little or _— 
: . . . use, ; 
| rs _ Se dee agers = o br nay What MILL & FACTORY has done in the Buffalo | while 
istribution through circulation paid for by iM- area is typical of its continuing studies. Among the in- § to the 
) dustrial distributors. Its “circulation staff” con- dustrial areas on which complete returns are available are: Palr 
sists of the 1,350 salesmen of 133 local industrial petrort (wayne CLEVELAND liams 
; ir . . ooh 3 d Oakland Counties) Cuyahoga C 1 
distributors who are in daily contact with indus- uuneesnaenan npennene a stage bal 
try in their areas. Their men literally “live” in ALLENTOWN men Covnty) ST. LOUIS (30. Levis County, ; 
, \. Mo., St. Clai 
customers’ plants. They know of any and every (Lehigh and Northampton findioon Counters A— 
change long before it takes place. It is through wna onnenie a) 
omy these 1,350 “agents” that MILL & FACTORY (Alleghany County) CANTON (Stark County). 
advertisers reach the key executives in each plant HARTFORD (Hartford County) TOLEDO (Lucas County) 
. - YORK, PA. (York County) ERIE (Erie County) 
— the men who have the final word in purchasing sripGeport STATE OF COLORADO 
! (Fairfield County) WORCESTER 
your product! BALTIMORE ore c ) taneasresorcester County) 
more Coun 
also adaptable for Plastic or Wire Bound Covers = SYRACUSE (Onondaga ome (Lancaster County) 
Colors: BLUE, BLACK, BROWN nN 
HOW MANY... WHAT COLOR... WHAT KIND? i eR 
We'll quote and send sample. To get your copy of the complete survey of Buffalo, 
and surveys of other industrial areas, write to: CONOVER« 
Be : i a MAST CORPORATION — 205 E. 42nd St., New York 173 
f EAVE R ITE PR oD UCT pag AGAZINE 333 No. Michigan Ave., Chicago 1; Leader Bidg., Cleves 
fc 3 < ow M tion land 14; Duncan A. Scott & Co., West Coast Representae 
ews 3 5 DE witt STREET, SEAVER FALLS, NEW TORK nese co and Prod tives, Mills Bidg., San Francisco 4; and Pershing Square Cc 
fers, Ring Binders, S 9, and f vers : Bidg., Los Angeles 13. 
Bl 
. A kee 


4-BP-2 


ee a Ee 
, : 
< ¥ s , ' -” = 


suffalo, 
IOVER- 
rk 173 
Clevee 
>seniae 
Square 


Savey Finds Vets 
Sick to Prewar 


Drug Preferences 


Half Those Queried 
Object to Civilian 
Drug Store Prices 


New York, March 27.—The 
American Legion Magazine’s drug 
products survey of World War II 
veterans found that 91% of vet- 
erans surveyed were buying the 
same drug products on the whole 
as they were when they entered 
the service. 

On the question of whether, 
after becoming accustomed to PX 
and ship’s service store prices, they 
objected to paying the prices 
asked by ordinary stores for drug 
products, the veterans surveyed 
divided almost evenly — 50.40% 
saying “no” and 49.60% saying 
either “yes” or “a little.” 

The sample used in the survey 
was composed of 23.14% in the 
17-25 age group, 41.55% in the 
26-38 group, and 35.31% in the 
39 and over group, Responses were 
received from 13.14% of those 
queried. 


27% Use Vitamins 


The survey covered brand pref- 
erences and product use of vita- 
mins, soaps, shaving creams, razor 
blades, electric razors, after shave 
lotions, deodorants, shampoos and 
hair preparations, mouth washes, 
dentifrices and fountain pens. 

Vitamins were used by 27% of 
the veterans, with brand prefer- 
ences spread over more than 23 
products and a large group 
(23.7%) lumped under “miscella- 
neous brands.” Miles Laboratories’ 
One-a-day was used by 11%, Up- 
john’s Unicaps by 10%, Lever 
Brothers’ Vimms by 7% and 
Squibb by 6%. There was wide- 
spread switching of brands, with 
32.63% saying they had switched 
because they were convinced by 
advertisements and 67.37% saying 
that they did not select their pres- 
ent brand of vitamins because of 
the ads. 


Fusy About Soap 


Those who used any brand of 
soap that happened to be in the 
house were 45% of the respond- 
ents, while 68% preferred “a man’s 
type” soap. Lifebuoy led the brand 
preferences with 30%, followed by 
Palmolive 17%, Lux 13%, and 
Ivory 10%. 

Seventy-two per cent of the vet- 
erans replying used regular shav- 
ing cream and 25% brushless. Of 
those who had changed types while 
in the service, 61% had switched 
to brushless. Use of brushless 
showed a gain of 3% over prewar 
use, but a decline of 5% from use 
while in the service, according 
to the survey. 

Palmolive, Colgate and Wil- 
liams were used by 18%, 17% and 
16%, respectively, of the respond- 
ents. Gillette led the brand pref- 


LOOK IT UP in 
the MARKET DATA BOOK! 


CONSUMER MARKETS EDITION 
* 
BUSINESS PUBLICATIONS EDITION 


erences for razor blades with 44%, 
while .Gem had -12%, Schick In- 
jector 8% and Marlin 7%. Almost 
66% used double-edged blades, 
31% single-edged and 1.138% a 
straight razor. 


Shaving Habits 


Only 5.72% always used an elec- 
tric razor, while 11% “sometimes” 
used one. Of those who did not 
use one, half said they would not 
like to, while 30% said they would 
like to try one. Schick was first 


in brand preference with 45%. 
Remington had 27% -andSunbeam 
Shavemaster 15%. 

Almost 69% used an after-shave 
lotion, with 10% using Mennen, 
9% Aqua Velva and Williams and 
8% Old Spice. .Of the 36% who 
used a deodorant, 35% used Mum 
and 28% Arrid. Forty-six per cent 
favored packaged shampoos, with 
Fitch’s 44% followed by Drene’s 
11%. Hair preparations were used 
by 63%, of whom 16% preferred 
Vaseline, 14% Fitch and 11% Jeris. 


Half the veterans used a mouth 
wash with Listerine a favorite of 
almost 59%, and Lavoris and Pep- 
sodent used by 11% and 10% re- 
spectively. Fifty-seven per cent 
used toothpaste, 38% toothpowder, 
and 4% liquid dentifrices, with 
Colgate, Dr. Lyons and Teel, re- 
spectively, leading in each field. 


Issues New Rate Card 


Upholstering, a monthly pub- 


lished by Hall Publishing Com-|- 


pany, New York, has issued a 


new rate card, effective April 1, 
increasing the 12-time rate to $130 
a page. 


DEALER NEWS 


Weekly Automotive Trade Newspaper 
Covers ~ oP Western States 
. « « [st in California (rated 2nd im Retail Sales, 


lst in Auto Registry) 
County (rated 8rd ip 
lst in Automotive 


. . Ist in Los Angeles 
Retail Market Area, 
Market) 

. . lst to Service Stations, Car Dealers, -Auto 

Repair Services in 11 Western States 
Main Office—1i700 West Sth St., Los An 14 
San Francisco (5), 690 Market St. (4) 


"THERES 
NOBODY ELSE § 


LIKE ME” 


travel magazine. If you want to reach the 


WESTWAYS is the only All-Southwestern 


quality family, the traveling family, in 


any of the things that go with vacations and outings, 


the four-color cover .. . 

the color inside. In any event, 
‘our circulation has grown 
from 55,000 to 94,000 


in four years. 


Let us send youa sample copy. 


the Southwest, WESTWAY S will help you 


do it. If you advertise air, rail, boat or bus travel, or 


such as resorts, automobiles, gasoline, tires, camera 
supplies, sports equipment and sports clothes, 


WESTWAYS will do it for you. And how we're 


growing! Maybe it’s the new features .. . 
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‘Family Circle’ 
Survey Covers 
Clipped Recipes 


New York, March 20.—In “Ac- 
tion,” a 34-page report covering 
interviews with 6,045 of its read- 
ers, Family Circle reports that 
63.4% of the women interviewed 
were “recipe clippers,” that maga- 
zines were the source of 43.1% 
of the recipes clipped and saved, 
and that “34 out of every 100 
magazine recipes saved by all the 
women interviewed were from 
Family Circle’s editorial pages.” 

The report is based on field 
work by Stewart, Brown & Asso- 
ciates, undertaken in the fall of 
1944 among a cross sample of the 
1,500,000 women who obtain the 
magazine free in 2,681 Safeway 
stores nationally and Fisher 
Brothers stores in Cleveland. Only 
recipes clipped from magazines, 
newspapers, advertisers’ booklets 
and other publications, and ac- 
tually “in the files,” were tabu- 


lated. 

A total of 37,861 recipes were 
found in the 6,045 homes, “includ- 
ing significant numbers from the 
editorial pages of at least seven 
major women’s magazines.” One 
of every four clippings were from 
Family Circle, with from 3.2% to 
7.5% of the clippings from each 
of the seven unidentified women’s 
magazines. 

The booklet describes selling as 
a cycle and points out that the 
prosperity of business depends on 
how fast the cycle can be made to 
turn. Illustrations show how the 
women obtain the magazines in 
grocery stores, read and clip them, 
return for purchases, and then be- 
gin another cycle as they obtain 
another issue of the magazine. 


Appoints Terwilliger 

N. H. Terwilliger, formerly sales 
promotion manager of Zenith 
Radio Corporation and later with 
Philco, has joined Sparks - With- 
ington Company, Jackson, Mich., 
as sales promotion and advertising 
manager of the radio and appli- 
ance division. 


AFA Publishes Booklet 


“Advertising and the Raising of 
Living Standards,” a new 16-page 
booklet published by the Advertis- 
ing Federation of America and 
written by Alfred T. Falk, direc- 
tor of the federation’s bureau of 
research and education, shows how 
the process of raising the standard 
of living actually works, and how 
advertising plays its important 
role in that process. Copies may 
be obtained by writing the federa- 
tion at 330 W. 42nd St., New 
York 18. 


Muncie Papers Merge; 
to Keep Identities 


The Star and the Evening Press, 
Muncie, Ind., have merged to form 
the Muncie Newspapers, Inc. The 
directors of the new corporation 
are Mr. and Mrs. Eugene C. Pul- 
liam, representing the Star Pub- 
lishing Company, and Gordon B. 
Lockwood, representing the Press 
Publishing Company. 

“The formation of the new com- 
pany became necessary to meet 
the ever-rising costs in the pub- 
lishing business,’ Mr. Pulliam 
said. While the papers will even- 


tually be published in one plant, 
they will be kept entirely separate 
as to editorial matter, style and 
make-up, it was reported. 


Hall Names Four; 
Moves Offices 


Cecil S. Farrar, who formerly 
supervised year book production 
at Baker, Jones, Hausauer and was 
recently released from the Army 
air forces, has been named pro- 
duction manager of Melvin F. Hall 
Advertising Agency, Buffalo. Other 
appointments are Katharine L. 
Coon, traffic manager; William B. 
Swann, copywriter and account 
executive, and Mary E. Grabau, 
copywriter and account executive. 

The agency has moved to larger 
quarters on the fifth floor of the 
Jackson building. 


WCOP Increases Power 


The Federal Communications 
Commission has approved the ap- 
plication of WCOP, Boston, for a 
construction permit to increase its 
power from 500 to 5000 watts. 
Construction is under way at the 
oo, transmitter site in Lexington, 

ass. , 


To sell anything MEN buy... 


REACH 


THE 


It’s easy to make an impression on the “P.M. Minp”’... because the man who buys 
Popular Mechanics year after year is a deliberate ad reader, not just an ad looker. 


He’s never a know-it-all...he’s always hungry for more facts, more ideas...and 
he’s found that advertising copy, like the absorbing Popular Mechanics features them- 
selves, contains information he can use. 


There are 34 MILLION of these alert, inquisitive, open-minded men—a lively, result- 
producing market for every man-bought product from shampoo to shotguns. 


It pays to put Popular Mechanics on your schedule and REACH THE P. M. Minp. 


* A new publishing idea was born 


a: wt 
) VITALIS © 


Neomediatnn thr ~Sroly 
Lhe 


in 1902 when H. H. Windsor, Sr., created 
Popular Mechanics. Published today by H.H. 
Windsor, Jr., it continues to serve men with ° 


the unusually creative, inquisitive, explor- 
ing, active mind we call...the P.M. Mind. 


Se ante 


em mite a 


* No, the makers of these hair tonics don’t all 
advertise in Popular Mechanics. We think they could do 
so profitably. 3% MI LLION men buy a lot of hair tonic. 


MEDAL FOR MERRITT—Gene Flack, 
left, president of the Sales Executives 
Club of New York, presents the Dart- 
nell annual award for “excellence in 


. business letter writing’ to Kinsey N. 


Merritt, general manager of public re- 

lations, Railway Express Agency. Mr. 

Merritt is a two-time winner in the 
annual Dartnell Corp. competition. 


Dailies, Weeklies 
Show Circulation 


Increase: Ayer 


Chicago, March 26.—Circulation 
figures for both daily and weekly 
newspapers rose to new highs in 
this country during 1945, accord- 
ing to the new 1946 “Ayer Direc- 
tory of Newspapers and Period- 
icals.” 

Despite continued newsprint re- 
strictions, the number of publica- 
tions in each field was only slight- 
ly less in 1945 than during the 
preceding year, the directory re- 
veals. Total circulation of all 
dailies is placed at 48,757,110. 

Broken down, the aggregate net 
paid total circulations of all news- 
papers was as follows: all-day 
dailies, 545,864; morning, 18,934,- 
324; evening, 29,276,922; Sunday, 
39,672,668. Total dailies published 
in the U. S. during 1945 was put 
at 1,850, compared with 1,857 in 
1944. Weekly publications totaled 
9,661 as compared to 9,692 in 
1944, Total number of periodicals 
published in 1945, including daily, 
tri-weekly, semi-weekly, fort- 
nightly, semi-monthly and _ bi- 
monthly was 5,880 as compared to 
5,985 the previous year. 

Data for the 1945 directory was 
compiled from a total of 8,813 
towns as against 8,747 in 1944, and 
total publications listed are 17,831 
as against 17,557 in 1945. 


Proposes Tax System 
in Interest of Public 


“Postwar Taxation and Eco- 
nomic Progress,” eighth book in a 
series of studies initiated by the 
Committee for Economic Develop- 
ment “to foster ... the attain- 
ment of high standards of living 
for people in all walks of life,” 
has been published by McGraw- 
Hill Book Company ($4.50). It 
was written by Dr. Harold M. 
Groves, professor of economics at 
the University of Wisconsin. 

The author offers a comprehen- 
sive review of federal postwar 
taxes and their effects on business 
and industry, state and local taxa- 
tion and government fiscal policy. 
In conclusion, he presents recom- 
mendations for a “postwar tax 
system patterned genuinely in the 
public interest.” 


Joins ‘Atlantic Monthly’ 


Lawrence C. Howe, former as- 
sistant to the director of advertis- 
ing and public relations of the 
Fisher Body division of General 
Motors Corporation, has been 
named director of the newly cre- 
ated promotion division of the At- 
lantic Monthly, 


Appoints Arndt Agency 

John Falkner Arndt & Co., Phil- 
adelphia, has been appointed to 
handle the advertising of General 
Grinding Wheel Corporation, Phil- 
adelphia. 
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Chevrolet Won't 
Be Out-Advertised, 
Sales Head Vows 


Keating in Fighting 
Mood at Lunch 
for New Ad Chief 


Detroit, March 26.— The often 
expressed goal of Jack Davis, Ford 
sales manager, to regain first posi- 
tion for that company was chal- 
lenged today by Thomas H. Keat- 
ing, general sales manager of 
Chevrolet, when he said, “Chevro- 
let is preparing for one of the 
most competitive periods in its 
history and it recognizes that ad- 
vertising is going to play a major 
role.” 

“Nobody’s going to out-adver- 
tise Chevrolet,” he said at a lunch- 
eon honoring Charles J. French, 
new advertising manager for 
Chevrolet. 

The firm, one of the largest ad- 
vertisers in either the automotive 
or non-automotive fields, occupied 
first position in car sales in nine 
out of ten years prior to 1941. 


Harder Advertising Needed 


Competition will have to beat a 
fully-prepared, fully organized and 
expanded Chevrolet organization, 
he said, adding, “it’s going to take 
advertising to change driving 
habits developed during the war.” 

With the battle for competition 
coming sooner than many had -ex- 
pected, admen are looking forward 
to the epic struggle between these 
two giants. In a normal year it 
would mean millions to the adver- 
tising industry. Two factors that 
have developed since the first of 
the year indicate that, compared 
to the past, even more millions 
will be distributed to the various 
media. 


Dealer Situation Bad 


First, the dealer profit situation 
leaves him less able to support the 
sales staff that he had in prewar 
years. At present, he _ claims 
that he can’t afford salesmen and 
doesn’t need them anyway. A fur- 
ther cut in the dealer discount is 
predicted and he will be less able 
to afford a trained sales force than 
he is now. So advertising must do 
the work of the sales department 
that isn’t there any more. 

When competition develops after 
the present period of too few cars 
for too many customers Passes, 
these dealers will still be without 
adequate sales staffs. Again, ad- 
vertising will be called upon to do 
the job. 

Further need for intensified 
selling in the near future is seen 
in the competition of other prod- 
ucts for money which the public 
had intended to spend on cars 
which it could not get. Some en- 
thusiasm may have been damp- 
ened by the higher prices, too. 
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Names Export Agency 

Consolidated Razor Blade Com- 
pany, Jersey City, has appointed 
Export Advertising Agency, New 
York, to handle export advertis- 
ing. 


Tinman Named Art Chief 


Hugh J. Tinman has been ap- 
pointed art director of Ward and 
Futterman Advertising Agency, 
Chicago. 


Press Group to Meet 

The Inland Daily Press Associa- 
tion will hold its 62nd spring 
meeting at the Congress Hotel, 
Chicago, May 21-22. 


Joins Paris and Peart 

Hilda Guidrey, home economist, 
has joined the test kitchen staff 
of Paris: and Peart, New York 


Name Associated Agency 


Associated Advertising Agency, 
Los Angeles, has been appointed 
to handle the accounts of Olson’s 
Bakery, Great Western Biscuit 
Company and Naturo Mfg. Com- 
pany. 


Avery Expands Offices 


Earl Avery Advertising Service, 
San Francisco, has moved to larger 
quarters at 617 Montgomery St. 
Leigh E. Knoblauch, formerly with 
Todd Corporation, Seattle division, 
has joined the staff of the agency. 


Wood Opens Agency 
Calvin Wood, formerly with 
Spencer W. Curtiss, Inc., and Leon 
Livingston Advertising Agency, 
both of San Francisco, has opened 
his own agency at 617 Montgom- 
ery St., San Francisco. 


Eldridge Adds Accounts 


Bruce Eldridge, San Francisco 
agency, has been appointed to 
handle the accounts of 
Products Company, food products, 
and Alexander - Balart Company, 
tea and coffee, both of San Fran- 
cisco. 


Two Name Critchfield 


Critchfield & Co., Chicago, has 
been appointed to handle adver- 
tising of financial services for the 
Chicago Federal Savings and Loan 
Association and for the Second 
Federal Association, Chicago. 


Hutzler Appointed 


Hutzler Advertising Agency, 
Dayton, O., has been named to 
handle the account of Allen Mfg. 
Company, Miamisburg, O., maker 
of toys. 


Issues First Newsletter 


The first issue of “Plumbing 
and Heating Wholesaler,” monthly 
newsletter, has been announced by 
Edwin A. Scott, publisher of 
Plumbing and Heating Journal and 
Sheet Metal Worker, New York. 


Victoray Names Agency 


Victoray Corporation, wholly 
owned subsidiary of Union Air- 
craft Products Corporation, New 
York, has named Koehl, Landis & 
Landan, New York, to handle its 
advertising for Copymaster. 


Weatherhead Appoints 


Weatherhead Company, Cleve- 
land, maker of valves, fittings and 
screw machine products, has 
named Griswold - Eshleman Com- 
pany, Cleveland, as its advertising 
agency. 


Joins Goldman & Gross 


Miss Pat Carpenter, formerly 
copy writer for Sears Roebuck, 
Chicago, has joined the «opy de- 
partment of Goldman & Gross, 
Chicago. 


Names Lefton Agency 


The Chicago office of Al Paul 
Lefton Company has been ap- 
pointed to handle the account of 
Dupli-Color Products Company, 
Chicago. 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums 


We supply complete copy for U. S. and 
foreign countries — Astronomical Mat- 
ter, Weather Forecasts. Astrological 
Data, Planting Tables, Fishing Calen- 


‘HART WRIGHT CO. 


Penn Yan. New York 


agency. 


LOST- 
4,098 STORES 


This is a fragment of the changes in the New 
York City market since the 1940 U. S. Census: 


Over 231,000 families settled here. 


Exactly 4,098 grocery and drug stores vanished 
—a loss of 12% of all drug stores and 22% of all 
grocery stores. 


The whole picture is shown in The New York 
Times 1945 Census of the New York City market— 
“Blueprint For Sales.” 


This compact, easy-to-use book answers such 
questions as: How many families are in New York 
today? In what districts do they live? How many 
grocery, drug and liquor stores service these fam- 
ilies? Where are these stores located? 


“Blueprint For Sales” can be supplied, without 
charge, to executives interested in the New York 
market. Write or wire The New York Times Adver- 
tising Department, Times Square, New York City, 
or phone Lackawanna 4-1000. 


THE NEW YORK TIMES 


“ALL THE NEWS THAT’S FIT TO PRINT” 
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Issues Films on Racial, 


Religious Tolerance 


A series of 13 one-minute 
movies, entitled “One Nation In- 
divisible,’ has been prepared for 
release to theaters all over the 
country by the Institute of Ameri- 
can Democracy, New York. These 
films stress the necessity of racial 
and religious tolerance. 

Alexander Film Company, Colo- 
rado Springs, Colo., will distribute 
these playlets to theaters and ob- 
tain sponsors for local screenings. 


Gillig Named V.P. 


Phil Gillig, assistant to the presi- 
dent and sales promotion manager 
of. Emerson Radio and Phonograph 
Corporation, New York, has been 
elected vice-president in charge of 
the home products division. 


Opens New York Office 


Advertising headquarters of 
Hunting & Fishing magazine have 
been opened at 1819 Broadway, 
New York, in charge of Miss Vicki 
Smith. 
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MAKING THIS 


RICH MARKET RICHER 
BY $407,685,839.00 


Add more than $400,000,000.00 in War 
Bonds to the annual $547,000,000.00 
buying income of 372,000 people, and 
you get some idea of the South Bend, 
Indiana Market. 


St. Joseph County, Indiana (heart of | 
the South Bend Market) made one of 
the most spectacular War Bond buy- 
ing records in all America, exceeding 
every one of its 48 consecutive monthly 


quotas, and raising $407,685,839.00! 


The South Bend TRIBUNE and affil- 
iated radio station, WSBT, are the only 
major local media that furnished the 
driving power—something to remem- 
ber if you want to sell this exception- 


al, bond wealthy, high income 


2ND MARKET IN INDIANA 


NEWSPAPERS GET IMMEDIATE ACTION! 


STORY, BROOKS & FINLEY, 


INC. 


* NATIONAL REPRESENTATIVES 


Chrysler Export 
to Run in Dailies 
All Over World 


Detroit, March 27. — Chrysler 
Export Corporation will start 
using newspapers in 106 countries 
throughout the world for copy on 
passenger cars and trucks manu- 
factured by the corporation, in 
about two weeks, according to 
Ross Roy, Inc., newly appointed 
counsel. The space runs from 10 
to 14 inches down to single col- 
umn, eight inches. 

Cars, trucks, Airtemp, Oilite and 
marine motors are covered in a 
campaign now under way in six 
South American trade publica- 
tions, according to John V. Tracy, 
account executive. 

In preparation for resumption of 
large scale business in foreign 
fields, C. B. Thomas, Chrysler Ex- 
port president, is visiting distribu- 
tors in Europe. He will return 
about May 1. W. B. Chapaton is 


advertising manager of the export 
corporation. 


Noma Electric Appoints 


Noma Electric Corporation, New 
York, has named Albert Frank- 
Guenther Law, Inc., New York, to 
handle all radio advertising for 
Noma toys and lights. Products 
are currently promoted with tran- 
scribed one-minute announce- 
ments on stations in ten cities in 
the company’s first sustained effort 
to advertise the toy line by radio. 


Now Henderson Agency 


Chanard Advertising Agency, 
New Orleans, has been changed to 
Henderson Advertising Agency, 
with offices at 1002 Queen & Cres- 
cent building, New Orleans 12. 


Gets Norwegian Papers 


With the formation of Nor- 
wegian Newspapers Agency, a spe- 
cial division, Al Sherman, Wash- 
ington publicity consultant, has 
been named to handle advertising 
and represent editorially the fol- 


lowing Norwegian publications: 


w\s J , U 


Forretningsmannen, a magazine 
and Morgenposten, Nationen, Fri- 
heten, Adresseavisen, Verdens 
Gang and Fedrelandsvennen, al] 
newspapers. 


Lists 1946 Ad Budget 
for British Government 


Estimates prepared by the Brit- 
ish Government for “all forms of 
government press advertising” 
during the period from April 1, 
1946, to March 31, 1947, amount to 
£3,600,000. This figure represents 
a reduction of £2,000,000 from the 
1945-46 expenditure of £5,624,000, 

Poster advertising is itemized at 
.£1,800,000, exhibitions £624,000, 
“equipment for broadicasting serv. 
ices overseas” £420,000, and films 
at £2,724,000. Lectures, travel and 
receiving foreign visitors, social 
surveys and reports are totaled 
at £832,000. 


Ad Firm Changes Name 


LaBrum & Hanson, Philadelphia 
advertising and public relations 
organization, has changed its name 
~ Thomas J. LaBrum & Associ- 
ates. 
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first Hitchcock publication 


CCA audited circulation 


used or sold. 


Export Catalogs 
Comprehensive . 


major fields . . . Industrial 
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BASED UPON PRODUCING 
PROFITABLE RESULTS FOR ADVERTISERS 


Advertisers in Hitchcock publications get tangible . . 
traceable .. . positive results. They get live inquiries and 
orders in profitable volume. This was true soon after the 


was founded in 1898 and has 


been true ever since . .. because the Hitchcock organization 
is alert to the changing needs of the fields which it serves. 


Machine Tool Blue Book 


of 35,000 copies monthly to all 


branches of metal working industries .. . wherever machine 
tools, metal working equipment and products are produced, 


Wood Working Digest 


Nearly twice the circulation . . . at one-half the rate per 
page per thousand readers . . . of any other woodworking 
paper More than 10,000 CCA audited copies monthly to 
conventional and promising new branches of the industry. 


. . World-wide in aggregate coverage 
Spanish, Portuguese and English editions . 
. .. Construction and 
road building . . . Agricultural and food process- 
ing. Personally supervised distribution on the 
scene by home office representatives. 


. . in the three 
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HITCHCOCK 


PUBLISHING COMPANY 


542 South Dearborn Street, Chicago 5, Illinois 
Telephone: Harrison 6040 


HITCHCOCK 
PUBLISHING CO 
CHICAGO 
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Advertising Age, April 1, 1946 


MUTUAL LOVE—Artra Cosmetics, 
New York, is sponsoring a campaign, 
which ties in with the current interest 
‘in nylon stockings, for Imra cream de- 
pilatory. Nine magazines have been 
scheduled in the largest campaign in 
Imra's history. Dealer newspaper in- 
sertions from coast to coast and this 
special counter card supplement the 
drive, handled by Abbott Kimball Co., 
New York. 


Logan to General Mills 


James R. Logan, formerly ex- 
ecutive vice-president and general 
manager of Allied Control Valve 
Company, South Norwalk, Conn., 
has been appointed division vice- 
president in charge of General 
Mills’ home appliance manufactur- 
ing department, Minneapolis. 


Appoints Menne A.M. 


Wilber L. Menne, formerly Pa- 
cific Coast manager of The Ameri- 
can Magazine, with headquarters 
in San Francisco, has been ap- 
pointed advertising manager of 
Science and Mechanics, Chicago. 


O.A.A.A. Group to Meet 


Outdoor Advertising Association 
of America will hold its first na- 
tional convention in four years 
April 15-19 at the Hotel Pennsyl- 
vania, New York. 


‘Pre-Centennial’ 
Penn Mutual Ads 
in 100 Dailies 


Philadelphia, March 27.—Penn 
Mutual Life Insurance Company, 
in preparation for its centennial 
campaign next year in which it 
expects to use a large number of 
newspapers, extended advertising 
of its annual statement to more 
than 100 newspapers in 75 cities 
this month. 

The newspaper campaign marks 
the first large-scale use of this 
medium by Penn Mutual, which 
had hitherto scheduled national 
magazines and business papers al- 
most exclusively. 

Albert Fitz Randolph, director 
of advertising, explained that “in 
view of our approaching centen- 
nial celebration on May 25, 1947, 
it was decided to enlarge our 
newspaper schedule to include 
newspapers in cities where we 
have local agencies and to include 
the general agent’s name and local 
office address in the copy.” 

Stating that the tie-in with local 
agents had received enthusiastic 
support, Mr. Randolph added that 
the centennial campaign will ro- 
tate advertising among all major 
newspapers in cities covered, as 
compared with one or two news- 
papers a city in the present drive. 

Geare - Marston, Inc., is the 
agency. 


Fair Trade Changes Name 


From now on, Fair Trade Mer- 
chandising will be known as Drug 
Merchandising Service, with offices 
in its new building at 32-01 57th 
St., Woodside, L. I. 


Ruth Mills Named 


Ruth Lupton Mills, formerly 
with Elizabeth Arden, New York, 
and various fashion organizations, 
has been named promotion direc- 
tor of the Vanity Fair, Extacee and 
hosiery divisions of Vanity Fair 


Mills, Inc., New York. 


ADVERTISING THAT SELLS! 


lJ 
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No matter what your product — AEC's new 36 page 
illustrated brochure shows you how to engineer better 
sales results through a custom-credted technical adver- 
tising service that covers every phase of performance in- 
volved in preparing and producing effective media for 


AEC is not an ad- 
vertising agency; it 
serves only as your 
“technical consul- 
tant on industrial 


learn more about 
this vital service, 
write on your com- 
pany stationery — 
requesting your 
copy of AEC's new 
brochure. 


Dept. A2 


advertising."' To } 


Hitchcock Names Dunhom 


Erling A. Dunhom has been 
named manager of the Phila- 
delphia area for Hitchcock Pub- 
lishing Company, including Penn- 
sylvania, southern New Jersey, 
Maryland and Delaware. 


Mason Appoints Howe 


Mason, Au & Magenheimer Con- 
fectionery Mfg. Company, Brook- 
lyn, maker of Mason Mints, Black 
Crows and other candies, has ap- 
pointed Howe Service, New York, 
for production of a monthly house 
organ going to employes, stock- 
holders and distributors. 


“New Yorker’ Ups Rates 


Effective with the issue of July 
6, The New Yorker will increase 
its page rate from $1,550 to $1,800 
on a guaranteed net circulation of 
260,000 as compared to the present 
guarantee of 220,000. The new 
agate line rate will be $4.45, with 
time and’ space discounts remain- 
ing unchanged. 


Stern Adds Office 


Edward Stern & Co., Phila- 
delphia printer, has opened a serv- 
ice office in Chicago at 55 E. Wash- 
ington St., with Donald D. Miller 
in charge. 


Judge Joins Stovin 


Ralph J. Judge, for 15 years on 
the sales staff of Kraft Cheese 
Corporation in various parts of 
Canada, has joined the Toronto 
staff of Horace N. Stovin & Co., 
radio station representative. 


When You Release a News Release 
. Think of 
——- a 
e . 
Sn Release 
(Covering Over 10,000 Newspapers Weekly) 


480 Lexington Ave., N. ¥. City, 17 


Represented by the Paul H. Raymer Company 


Tremendous prosperity created initially by war production and 
continuing now in reconveérsion places Michigan second to none as 
the most progressive and fastest moving market in the world. 

Yes, the magnifying glass does make things much easier to see 
... And it is easy to see that through the Michigan Radio Network 
you are especially focused on the major radio markets of Michigan 
in the key centers of population. 
specialized to cover 90% of Michigan radio listeners and to deliver 
your sales message to the big segment of buying power that often 
remains untouched by a single high-powered station. 


The Only Way to Sell the World’s Top Market is Through 


The Michigan Radio Network is 


DETROIT 
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CBS Annual Report 
Stresses FM, Color 
Video Operations 


New York, March 27.—The Co- 
lumbia Broadcasting System’s an- 
nual report, issued to stockholders 
this week, lists as the three most 
important trends affecting the op- 
erations of the company, the re- 
placement of AM broadcasting by 
FM, the creation of a full-fledged 
television audience with the de- 
velopment of color television on 
the ultra-high frequencies, and the 
expansion of operations of the Co- 
lumbia Recording Corporation. 

Total earnings of the network 
for 1945 were $5,345,641 of which 
$1,037,014 represented profit from 
the sale of station WBT, Charlotte, 
N. C. CBS had 89 clients in 1945, 
of whom 18 were new additions. 

In emphasizing the importance 
of FM, the CBS report says that it 
“possesses such inherent technical 
superiority in transmission and 
reception that it is confidently ex- 
pected ultimately to supplant to- 
day’s standard broadcasting as the 
preferred service for the great ma- 
jority of people.” 


Urges Single Market Plan 
The report adds that the licens- 
ing policies of the Federal Com- 
munications Commission would de- 
termine the development of FM, 
and advocated its “single-market 
plan” “to make FM broadcasting 


wholly democratic by making suc- 
cessful competition among licen- 
sees depend on program service 
rather than on the securing of a 
grant of a better wave-length or 
more transmitter power.” (In list- 
ing CBS participation in radio de- 
velopment, the report says that it 
“brought competition to network 
broadcasting’ when its establish- 
ment in 1927 opened the field 
hitherto controlled by NBC.) 

Television, the report says, will 
not be self-supporting “until a 
full-fledged television audience is 
created.” This reason “accounts 
for the militant CBS sponsorship 
of color television in the ultra-high 
frequencies.” 


Discusses Color Video 


The report lists three reasons 
for advocacy of the ultra-high fre- 
quencies: They permit broadcast 
of high-definition images in full 
and brilliant color; make for bet- 
ter home reception free of “ghosts” 
and interference; and can accom- 
modate twice as many television 
stations as the lower frequencies, 
permitting a more competitive sys- 
tem of television broadcasting. 

“The rapid ‘public acceptance 
of color television,” it says, “will 
afford the public and the broad- 
caster protection against duplicate 
dollar investment. Present black 
and white television will involve 
the investment of millions of dol- 
lars of the public’s money in sets 
which cannot receive color images 
in the ultra-high frequencies.” The 
result, CBS says, will be that the 
development “within a few years’ 
time at most” of color service will 
necessitate making similar invest- 


ments again. 

Stockholders were also told that 
the Columbia Recording Corpora- 
tion is resuming full-scale produc- 
tion in its three plants at Bridge- 
port, Conn., Kings Mill, O., and 
Hollywood, and is planning to 
build a new Hollywood plant with 
recording and manufacturing fa- 
cilities to increase its output of 
records and transcriptions. 


Plans Hat Drive 


Frank Stack Hats, Inc., 
Norwalk, Conn., through Ber- 
mingham, Castleman & Pierce, 
New York, will launch a spring 
newspaper campaign in 15 prin- 
cipal cities featuring the Stack 
Cushion-vented hat. The ads will 
list the retail outlets in each city. 


South 


Appoints Read 


O’Roland Read, formerly vice- 
president in charge of sales and 
advertising of Read Machinery 
Company, York, Pa., has been ap- 
pointed director of sales of Speed- 
ways Conveyors, Buffalo. 


Dumas Names Abramson 


Ervin R. Abramson Advertising 
Agency, Milwaukee, has been 
named to handle the account of 
Dumas Products Company, Mil- 
waukee, maker of model aircraft 
earriers, freighters and hobby- 
craft kits. 


Three to Keelor & Stites 


Ahrens-Fox Fire Engine Corpo- 
ration, W. E. Hutton & Co. and 
Charles William Doepke Mfg. 
Company have appointed Keelor 
& Stites Company, Cincinnati, to 
handle their advertising. 


a Brown 
of London Town 


Down below the station’s bright, 
But here outside it’s black as night. 
Billy Brown will wait a bit 

And let his eyes grow used to it. 
Then he’ll scan the road and see, 
Before he crosses, if its free; 
Remembering when lights are dim 
That cars he sees may not see him. 


Printed for 
London €} Transport 


“7 trust you'll 
pardon my 
correction 


that stuff is 
there for your 
protection.” 


SETS GOOD EXAMPLE—Billy Brown is the thoughtful citizen who always does 

the correct thing in the British Ministry of Transport's new safety campaign. 

The current series has been substituted for a campaign that began as a 

test some months ago, but became a casualty because it lacked the punch 
necessary for success. 


Link Boosts Silverman 


M. A. Silverman, sales manager 
of Link Mfg. Company, Newton 
Lower Falls, Mass., has been ad- 
vanced to vice-president in charge 
of sales. 


Merriam to Upham 

Fuller Merriam Company, West 
Haven, Conn., has named Philips 
Webb Upham & Co., New Haven, 
to handle its advertising. 


Names Havertield A.M. 


Edward Haverfield, formerly as- 
sistant advertising director of the 
Cincinnati Gas & Electric Com- 


pany, has been named advertising 
manager of the Ohio Fuel Gas 
Company, Columbus. 


Green Joins N.Y. Agency 


Walter Green, associated for four 
years with the Philip Klein Ad- 
vertising Agency,. Philadelphia, 
has joined the copy and executive 
noe of Hirshon-Garfield, New 

or. 


Appoints Cory Snow 

Cory Snow, Boston, has been ap- 
pointed to handle the advertising 
of Curran Corporation, Lawrence, 


Mass., maker of hydro-degreasing. 


compounds. 


WKB 


AFFILIATED WITH AMERICAN BROADCASTING COMPANY 


This year lowa celebrates 100 years of state- 
hood, but Dubuque dates its history back to 
1788, when the explorer Julien Dubuque found 
extensive lead deposits. But don't let Dubuque's 
158 years fool you. Full of youthful vigor and 
riding the crest of industrial expansion, Dubuque 
is lowa's fastest growing city. Here is a market 
no alert advertiser can afford to overlook. And 
in Dubuque WKBB is First in listener preference 
morning, afternoon, and night! 


James D. Carpenter — Executive Vice President 


Represented by Howard H. Wilson Co. 


DUBUQUE 


IOWA 
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Four Media Will 
Carry Pabst-ett 
Theme to Public 


Chicago, March 27.—Phenix 
pabst-ett Company, Kraft affiliate 
which makes cheese spreads and 
other food products, will promote 
its full line with a 1946 advertis- 
ing campaign using magazines, 
newspapers and network radio. 

Full-page, four-color advertise- 
ments in The American Weekly 
will feature Pabst-ett recipes, de- 
sribing many of the “100 or 
more” ways in which Pabst-ett, 
“the delicious cheddar cheese 
food,”” may be served in sauces, 
appetizers, sand'wiches and cooked 
dishes. In addition, a schedule in 
black and white will appear in the 
same publication, according to J. 
W. Pinter, vice-president and gen- 
eral manager of the company. 


‘Pantry Pal’ Theme 


National magazines with sched- 
ules for black and white adver- 
tisements throughout the year in- 
clude American Home, Family 
Circle, Ladies’ Home Journal, Par- 
ents’ Magazine, Western Family, 
Woman’s Day and Woman’s Home 
Companion, Daily newspapers in 
selected market areas also will 
carry regular schedules in black 
and white. These will feature the 
versatility of Pabst-ett for pack- 
ing school lunch boxes, bridge 
game snacks, and unexpected com- 
pany. The “pantry pal” theme is 
prominent. 

The radio effort will use “The 
Great Gildersleeve,” originally de- 
voted to Parkay margarine, and 
now promoting various Kraft 
products because of the margarine 
shortage. Pabst-ett and the Phenix 
line will be given tag spots from 
May 19 through June 9, and again 
for six weeks in the fall. 

The merchandising campaign is 
rounded out with new display ma- 
terial, recipe folders and a broad- 
side detailing the campaign to 
dealers, entitled “A Stream of 
Golden Profits for You in 1946.” 


Ravertsing 


Cohan Forms Agency 


Arnold Cohan, former account 
executive at Jones & Brakeley, 
has formed the Arnold Cohan Cor- 
poration at 114 E. 32nd St., New 
York. The agency will handle lo- 
cal accounts including Roxy Cus- 
tom Clothes Corporation; Riben 
Jewelers, Inc., 
De Riba watches, and Blue Ribbon 
Fashions, Inc., women’s wear. 


Downes Joins Weir 


Wilber B. Downes, former vice- 
president of the Wendell P. Col- 
ton Company and one time man- 
ager of Colton’s Boston office, has 
joined Walter Weir, Inc., advertis- 
ing agency, as vice-president and 
director of the agency. He brings 
to the agency the New York, New 
Haven and Hartford Railroad Com- 
pany and the New England Trans- 
portation Company accounts. 


Maps Violite Campaign 

Rhode Island Laboratories, West 
Warwick, R. I., has launched .a 
campaign to introduce its new 
product, Violite, to advertising 
agencies, display managers and 
sales organizations. Utilizing the 
war-freed discovery, black light, 
which is mixed with luminous- 
treated materials, Violite is a new 
type of commercial display which 
is adaptable for any merchandise 
which would benefit from unusual 
color effects. 


Changes Name to Aldens 


Chicago Mail Order Company 
has officially changed its name to 
Aldens, Inc. Policy and manage- 
ment of the company will not be 
affected in any way by the change. 


Ruth Harrington Resigns 

Ruth Harrington, account execu- 
tive of the Abbott Kimball Com- 
pany, New York, has resigned. She 
joined the company as vice-presi- 
dent when it was organized in 
1938. 


manufacturer of 


Meritt Foot Powder 
to Use Magazines 


Greensboro, N. C., will promote 
Meritt medicated powder for ath- 
lete’s foot, prickly heat, chafing 
and minor skin irritations in a new 
campaign breaking with a half 
page in Life, May 27, to be fol- 
lowed by two-thirds page copy in 
Good Housekeeping in June. A 
continuing magazine and local 
newspaper advertising drive will 
also be scheduled. 

Dealers are being advised of the 
campaign through a broadside, ac- 
companied by two packages of the 
powder (one for resale and one for 
professional use), a copy of the 
fair trade price list, and a counter 
display top for the package. Madi- 
son Advertising Company, New 
York, is the agency. 


Plymouth Boosts Dowd 

Arthur B. Dowd, a member of 
the advertising staff of the Chrys- 
ler Corporation since 1933, has 
been appointed merchandising 
manager for the Plymouth di- 
vision. 


Meritt Chemical Company, 


Two Name Greene 


Thomas G. Greene, Orlando, 
Fla., agency, has been named to 
handle the accounts of the Dr. P. 
Phillips Company and American 


Machinery Company, both of Or- |. 


lando. W. Ernest Vincent, recent- 
ly with the Red Cross, has joined 
the agency as art director. 


Elects George L. Todd 


George L. Todd, former director 
of sales and later executive vice- 
president, has been elected presi- 
dent of Todd Company, Inc., Roch- 
ester, N. Y., succeeding Walter L. 
Todd, who becomes chairman of 
the board. 


Artcraft to LaRoche 

Artcraft Hosiery Company, New 
York, has appointed LaRoche & 
Ellis to handle its advertising. 
Plans for the account are being 
formulated now, with magazines 
as the major media. 


Allen Promoted 

Charles J. Allen, formerly direc- 
tor of public relations of Connecti- 
cut Light & Power Company, 


Waterbury, has been elected vice- 
— in charge of public rela- 
tions. 


To Hold Food Conference 


The next meeting of the Food 
Editors Conference, sponsored by 
the Newspaper’ Representatives 
Association of Chicago, will be 
held in Chicago during the week 
of Oct. 26. Food manufacturers 
who have new products or new 


i 


services to offer at that time are 
expected to act as hosts. 


Admits Two Partners 


Ralph Lockwood, formerly with 
Lockwood-Shackelford Advertising 
Agency and Armed Forces Radio 
Service, and Paul Graning, pho- 
tography expert, have been ad- 
mitted to partnership in the Co- 
lumbian Advertising Agency, Los 
Angeles. 


q Outdoor Advertising 


in 


NEW ENGLAND 


Be 
BIRCH-BOSTON ) 


216 Tremont Street, Boston 16, Mass. 


Follow Philadelphia. 


you get with Philadelphia newspapers. 


on a splash-over from Philadelphia. 


gi 


apture CAMDEN! 


A hundred miles... or a thousand miles away . . . you may be lulled into the seemingly economical 


idea that Camden County... the most densely populated area in Southern New Jersey... is a bonus 


But that is NOT the way it looks to Philadelphia department stores! Those hard-boiled adver- 


tisers who know on Friday what Thursday’s ads produced .. . don’t think they can coast into Camden 


That’s why you will find all Philadelphia department stores represented in the columns of the 


NEW YORK 


CHICAGO 


County alone is more than that of ALL Philadelphia dailies COMBINED! 


CAMDEN COURIER-POS 


REACHES G6 OUT OF 7 HOMES IN PROSPEROUS CAMDEN COUNTY! 


GEORGE A. McDEVITT COMPANY 
National Advertising Representatives 


PHILADELPHIA 


DETROIT 


Camden Courier-Post. The Philadelphia stores want their share of the rich Camden County market. 
And they know... because they are right across the river... that the one way to get their full share 


is to reach six out of seven families through the Camden Courier-Post. Its circulation in Camden 
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‘Record’ Names Two 


Ken Taylor, recently released 
from the , has returned to 
his former position as national ad- 
vertising manager of the Record, 
Stockton, Cal. Don. Reid, who 
held this position in Mr. Taylor’s 
absence, has been named promo- 
tion manager and will handle the 
merchandising department. 


McClung Joins Kirschner 


John R. McClung, recently re- 
leased from the Army and for- 


merly with the advertising and 


publicity department of Aetna Life 
Affiliated Companies, Hartford, 
Conn., has joined the copy depart- 
ment of Kirschner & Co., San 
Francisco. 


Alta Maps Wine Drive 


Copy featuring the “Alta Wine- 
maker” will headline the adver- 
tising campaign for Alta Vine- 
yards Company, Fresno, Cal., in 
Collier’s, The New Yorker, on spot 
radio and in newspapers and busi- 
ness papers. Garfield and Guild, 
San Francisco, is the agency. 


St. Paul Covers Half 
the 9th Largest Market! 


@ Nearly 800,000 population (1940 Census) with 
more than $1,000,000,000 effective annual buy- 


ing income makes St, 
largest market in the 


The St, Paul half is covered only by the St, Paul 
Dispatch-Pioneer Press with 157,717 combined 
city zone circulation, No other daily newspaper 
has even as much as 10% ‘coverage of St. Paul 


families. 


NEW YORK 
342 Madison Ave. 


ST. PAUL DISPATCH PIONEER PRESS 


SAINT PAUL, MINNESOTA 


RIDDER-JOHNS, INC.—Nationa/ Representatives 


CHICAGO 
Wrigley Bldg. 


Paul-Minneapolis the 9th 
United States. 


ST. PAUL 
Dispatch Bidg. 


printing—and does 


DAY AND NIG 


PRINTING 


There are a large number of concerns that 
render one type of service and do it well... 


* THE FAITHORN CORPORATION, 
however, renders THREE DISTINCT TYPES 


of service—ad-setting, engraving and 


well—with less effort and less cost. 


FAITHORN §CORPORATION 


400 N. RUSH STREET 
Telephone WHitehall 2300 


them ALL equally 


CHICAGO 11 


HT SERVICE—~ 


Plumbing, Heating 
Industry Lags at 
38% of Capacity 


Chicago, March 26.—Hampered 
by price ceilings and _ strikes, 
manufacturers of plumbing and 
heating equipment are producing 
at an average of only 38% of ca- 
pacity, Domestic Engineering re- 
ports, following a telegraphic sur- 
vey. 

Only 14% of manufacturers re- 
plying to the business paper’s 
questionnaire are producing at full 
capacity, and 24% are completely 
shut down because of strikes or 
shortages of materials and com- 
ponents, it is revealed. Approxi- 
mately 67% said that they were 
unable to obtain one or more 
necessary materials and compo- 
nents, and 40% reported that un- 
profitable ceilings had, or would, 
drive them out of production on 
one or more of their lines. 

Two bottleneck components, 


fractional h.p. motors and gray iron 


castings, are either slowing pro- 
duction or bringing it to a stand- 
still in such important equipment 
as oil burners, stokers, heating 
boilers and furnaces, the magazine 
states. Output of kitchen cabinets, 
plumbing hardware, heating con- 
trols, radiators, septic tanks, soil 
pipe and fittings, sump pumps, 
flush valves, gas burners, unit 
heaters, water heaters and plumb- 
ing and heating specialties is said 
to be impeded in varying degrees 
by price ceilings and labor unrest. 

Output of plumbing fixtures and 
electric water systems is more sat- 
isfactory than other classifications, 
according to the business paper, 
but producers have tremendous 
backlogs of orders which cannot be 
filled for many months. 


Larus Promotes 
Domino De Luxe 

Larus & Bro. Company, Rich- 
mond, is launching initial news- 
paper and spot radio promotion 
in a group of markets for its new 
Domino De Luxe king-size cig- 
arets, an entirely different product 


havertising Age, A 


from its former Domino Cigarets 


Warwick & Legler, New York, jg 


the agency. 


To Cecil & Presbrey 


Hattie Carnegie, Inc., New York 


specialty shop, has named Cecil § 
Presbrey, New York, to handle ad. 


vertising of wholesale and retajj 
perfume 


apparel, cosmetic and 
lines on a national basis. 


Cantor Appoints Lyon 


S. Duane Lyon, New York 
agency, has been named to handle 
advertising and promotion for the 
Cantor Publishing Company, New 
York, publisher of Delicatessen 
Magazine. 


Joins ‘Music Business’ 
Robert E. Austin, formerly on 
the advertising staff of Billboard, 
has been named advertising man- 
ager of Music Business, New York, 


Appoints Shelly V.P. 


William B. Shelly has been ap- 
pointed vice-president of Shelly 
Films, Toronto. He will continue 


to head the sales department. 


The shoe market is no piece-meal affair. Retailers, 
wholesalers, manufacturers and suppliers all have a 
voice in determining market trends. All have a 
common -concern with styles, materials and proc- 
esses, merchandising methods, business and gov- 
ernment trends. All find essential business infor- 
mation in the editorial and advertising pages of 
the Boot and Shoe Recorder. 


R etai | GPS depend on the Recorder for news of resources, equipment and 
successful business operations... for effective sales ideas and 
up-to-the-minute merchandising, display and promotional 
methods. | 


. 


Manufact UFCPs read the Recorder religiously to learn about new 


processes, materials, machines, equipment... to keep posted 
on what retailers and consumers are thinking and doing. 


Wholesaler $ find the Recorder keeps them in touch with manufac- 
turers and retailers alike ... enables them to keep abreast 
of market trends. 


s ‘ 
Supplier $ rely on the Recorder for interpretation of industry trends, 
public and trade response to new materials and regular 
contact with their own customers. 


This breadth of editorial and advertising content, 
plus the prestige which it engenders, makes the Boot 


of all market factors. 


BOOT and SHOE 


and Shoe Recorder, the leading business paper in the 
shoe field, the one paper which gives best coverage 


NATIONAL VOICE OF THE TRADE 
Published Twice Monthly 


A Chilton Q) Publication 
100 East 42d Street, New York 17, N.Y. 
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150 outstanding public school ad- 
vertising students and their in- 
structors thronged the Southern 
California Edison Company Audi- 
torium recently for a morning- 
jong session marking the first an- 
nual Educator Conference in this 
city. 

Sponsored by the Advertising 
Club of Los Angeles, the purpose 
of the conference was to effect a 
closer alliance between profes- 
sional adivertising and _ public 
school adivertising classes. 

With the aid of special color 
charts, the detailed case history 
of an advertising campaign pre- 
pared by Foote, Cone & Belding 
for the Union Oil Company was 
explained by W. J. Pringle, vice- 
president and manager of the 
agency’s Los Angeles branch; Jack 
Smock, vice-president and head of 
the plans board, and A. M. Cor- 
coran, account executive. 


Explains Sales Promotion 


“Advertising brings a person 
into the store, but sales promotion 
must carry on from there,” said 
Mr. Corcoran, explaining differ- 
ences in these two fields. He em- 
phasized their close relationship, 
and told students that such things 
as store displays, premiums, per- 
sonal appearances of celebrities, 
and even the price itself are forms 
of sales promotion. Next promo- 
tional program to be sponsored by 
the oil company through his 
agency, he said, will be the sale 
of film at filling stations along 
with printing and developing serv- 
ice, for a small fee. Finished 
prints will be mailed to the cus- 
tomer’s home, where he will re- 
ceive them upon return from his 
trip. 

At conclusion of the campaign 
analysis, a group of the agency’s 
representatives comprising a ques- 
tion-and-answer panel were bom- 
barded with questions from, “What 
are /24-sheets, and why are they 
so called?” to “What is the future 
of television in advertising, and 
how will it operate?” Lively in- 
terest was expressed in the future 
of fledglings in advertising, and 
how best to enter the profession. 
Don Belding, chairman of the 
agency’s board, took charge of the 
meeting at this point and enumer- 
ated possibilities for newcomers 
and opportunities for advance- 
ment. Knowledge of the business, 
he said, is gained through actual 
experience after the fundamentals 
have been learned through pre- 
liminary theoretical training. 


Selling and Writing 


“You can never get too much 
knowledge in this business,” said 
Belding. “If you have an aptitude 
for selling and writing, you will 
naturally gravitate into advertis- 
ing. If you are lacking in one or 
the other of these talents, that 
should be improved to round out 
your capabilities.” 

Maurice Heaton, vice-president 
6f Williams, Lawrence and Cres- 
mer, Los Angeles, and chairman of 
the Advertising Club’s educational 
committee, gave the educators a 
verbal pat on the back for their 
cooperation and practical, effective 
instruction. Members of the club, 
he said, hope that conferences of 
this type will make the alliance 
between the advertising profes- 
sion and public schools “even more 


valuable and productive of good.” 
The work of Mr. Heaton and his 


committee in making the confer- 
ence possible was highly praised 
by Edward Mills, club president. 

Following the conference, stu- 
dents and instructors were guests 
at the club’s weekly luncheon in 
the Biltmore Hotel, where Paul S. 
Armstrong, general manager of the 
California Fruit Growers’ Ex- 
change, outlined the role played 
by advertising in attracting people 
and capital to California. 


Wants Free Enterprise 


Prophesying a golden age for 
advertising and industry when free 
enterprise is permitted to function 
unhampered, Mr. Armstrong said, 
“Business ultimately would wither 
and lose its creative imagination 
and initiative if permanently re- 
strained by regulations dictated by 
the abnormal requirements of 
war.” 

Tom Lane, director of advertis- 
ing for United Rexall Drug Com- 
pany, in a five-minute address 
preceding the luncheon’s main 
speaker, said that his company 
moved its headquarters from Bos- 
ton to Los Angeles because it fore- 


saw the beginning of a trend 
westward in management. 


NEWSPAPER MEN AND 
SCHOOL EDITORS MEET 

Los Angeles, March 27.—More 
than 200 undergraduate editors of 
school publications and their in- 
structors met at the Los Angeles 
Times auditorium this month to 
learn first hand the complex op- 
erations of a modern metropolitan 
daily. 

The gathering included junior 
college, high school and junior 
high school journalism teachers 
and student-editors of school 
newspapers, annuals and literary 
magazines. Sponsored by the 
Times in conjunction with the Los 
Angeles Board of Education, this 
First Annual Teachers’ Forum 
also served to acquaint its audi- 
ence with opportunities open to 
the prospective newspaper worker, 
and with numerous problems con- 
fronting the press today. 

Philip Chandler, vice-president 
of The Times-Mirror Company, 


ers, sketched briefly the news- 
paper’s wartime production-circu- 
lation difficulties, and emphasized 
its desire to maintain high edi- 
torial standards while presenting 
as much news as possible. 

L. D. Hotchkiss, editor of the 
Times, and a host of writers and 
editors addressed the conference. 


Scott, Clark Rejoin 


Chevrolet Division 
Myron E. Scott and J. S. Clark 
have rejoined Chevrolet motor di- 


M. E. Scott 


J. S. Clark 


welcomed the students and teach- 


tising managers. 


B) MULTIGRAP 


vision of General Motors Corpo- 
ration, Detroit, as assistant adver- 
Mr. Scott, orig- 


inator of the soap box derby, was 
a newspaper man before he affil- 
iated with Chevrolet in 1935 and 
1936, in charge of the derby. 

After five years with the Chev- 
rolet division, Mr. Clark was 
placed on the truck promotion 
sales staff in 1931, transferring to 
the advertising department in 
1935. During the war he was in 
the war products training section 
of the corporation. Since then he 
has been with General Motors 
public relations. 


Elects Nilan V.P. 


John O. Nilan, assistant vice- 
president and manager of the pub- 
lic relations division of American 
Mutual Liability Insurance Com- 
pany, Boston, has been elected 
vice-president of the company. 
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THE LETTER SHOP, Inc. 


431 &. Dearborn St., Chicago 5, Ilineis 


Damon Runyon, Elsie Robinson, Walter Winchell, 
Westbrook Pegler, Paul Mallon ... brief bylines appearing 


each day in the Chicago Herald- American... which in their 


aggregate total more than. a century of newspaper writing 


and experience. 


This is experience which enables these men and 


women to reflect the American way of life so accurately, so 


humanly that each reader sees himself; his life, his thinking 


and his foibles reflected in these columns. 


This is the kind of newspaper writing which builds and 
holds readership ... which has built the Herald-American’s 
readership in Chicago to the largest in the evening field. 
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558 Publications 
Compete in House 


Magazine Contest 


Chicago, March 28.—A total of 
558 entries has been received in 
the first annual international house 
organ contest sponsored jointly by 
the National Council of Industrial 
Editors and the Canadian Associa- 
tion of Personnel Publication 
Editors, according to Louis B. 
Cella, contest committee chairman 
and editor of “Bell Telephone 
News,” Chicago. 

In all, 511 entries were re- 
ceived from 36 states and the Dis- 
trict of Columbia, and 47 from 
four Canadian provinces, Mr. Cella 
revealed. These include 346 in in- 
ternal or employe groups; 111 ex- 
ternal or direct mail; 92 combina- 
tion internal-external, and nine 
association and fraternal publica- 
tions. New York State led the 
field with 90 entries, Illinois came 
second with 75, and Ohio third, 
with 44. 


Judging will be completed by 
May 1, and winners will be an- 
nounced May 10-11 at the annual 
convention of the National Coun- 
cil of Industrial Editors at Hotel 
Statler, Boston. Awards will be 
based as follows: accomplishment 
of purpose, 40 points; editorial ex- 
cellence, 35; and appearance, 25. 

The judges are H. J. Higdon, 
editor of the ‘““Phoenix Flame” and 
advertising manager of Phoenix 
Metal Cap Company, Chicago; 
Robert J. Newcombe, Newcombe 
& Sammons, Chicago; and Elmo 
Scott Watson, assistant professor 
in charge of Medill School of 
Journalism, Northwestern Univer- 
sity. 


Ullman to Random House 


AHan Ullman has resigned as 
head of book advertising for the 
New York Times to join Random 
House, Inc., New York book pub- 
lisher, in the newly created post of 
promotion director, effective May 
1. The position includes the pub- 
licity department, now under the 
direction of Frances Merriam, who 
is resigning. 


NBC Ups McConnell, Roux 


James V. McConnell, former 
manager of NBC’s national spot 
sales department, has been named 
director of the department ‘“‘in line 
with the increased responsibilities 
being assumed by NBC spot op- 
erations throughout the United 
States.” Willan C. Roux, assist- 
ant manager, will become manager 
assisting Mr. McConnell, and su- 
pervising spot sales operations in 
the New York office. 


Grant Appoints Hamilton 


Stuart Hamilton, formerly asso- 
ciated with Institutions Magazine, 
Chicago, has been appointed mid- 
west manager of Grant Publica- 
tions, New York. He will cover 
Illinois, Wisconsin, Minnesota, 
Missouri and Michigan. 


Foley Joins MacManus 


Paul Foley, previously a mem- 
ber of the New York bureau of 
the AP and most recently with 
OWI, has joined MacManus, John 
& Adams, Detroit, as copywriter 
on the Bendix Aviation Corpora- 
tion account. 


Production Plans, 
Media Use Told 
by Westinghouse 


Pittsburgh, March 26.—West- 
inghouse Electric Corporation’s 
“product and industry advertising 
appeared in 261 magazines of spe- 
cial and general circulation, reach- 
ing 32,000,000 readers” last year, 
according to the company’s annual 
report. 

In “support of its salesmen and 
distributors,” the report shows, 
Westinghouse directs product-sell- 
ing copy through magazines, news- 
papers, motion pictures, radio, 
demonstrations and other media. 
General advertising last year was 
“addressed to audiences of engi- 
neers, educators and the general 
public through 85 publications,” 
according to the report. It adds 
that this was supplemented by the 
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Whether we live north, east, south or west, we’re quick to notice the 


difference in speech, manner and dress of a stranger. And it 

takes time for a stranger to win our complete trust and confidence. When 
it comes to trade papers and advertising, folks react pretty much 

the same way. That’s why the druggists welcome mat is 

always out for the five drug journals that make up the B.R.D.G. Each 
one is written and edited for and about the people in the regions 

it serves. Each one is warm, friendly, neighborly—a 

familiar, looked-forward-to journal that opens hearts, minds—and 
pocketbooks. If you’d like to have more 
druggists and wholesalers familiar with your product, have it 
seen in the pored-over pages of the B.R.D.G. 
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It is a wise buyer who takes 
into account the emotional and 
psychological attitude of the 
readership he is buying. Trade 
papers with casual, matter of 
fact readers, can never ap- 
proach the intimate, friendly 
appeal of the five regional drug, 
papers in the B.R.D.G. 
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company’s radio program, featur. 
ing John Charles Thomas and 
John Nesbitt, over the full NB¢ 
network, and “another program” 
with Ted Malone over 176 NB¢ 
stations. 


3,000-5,000 Radios Daily 


The report asserts that output 
of radio receivers is expected to 
reach a peak of 3,000 to 5,000 sets 
a day by this summer. Westing- 
house entered the electric home 
heater field last year and will cen- 
ter manufacture and sales of the 
heaters on the Pacific Coast, 
“where the bulk of demand for 
this type of heating is concen- 
trated. 

“Emphasis will be placed,” the 
report reveals, “on the electric ap- 
pliance field in order to fill the 
pent-up demand,” and names the 
Westinghouse Laundromat, home 
freezer, automatic clothes dryer 
and electric heater as chief prod- 
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ucts’ that it will promote in this 
field. 

Westinghouse net sales in 1945 
totaled $684,730,060, a drop of 
18% from 1944 sales of $830,480,- 
435. Net profit was $26,800,766, 
second highest reported in its his- 
tory, having been exceeded 
slightly in 1929. Last year the 
company spent more than $13,000,- 
000 for new facilities. It plans to 
spend about $50,000,000 more to 
add to its manufacturing facilities. 


ADMIRAL REPORTS 
15,000 ENFRANCHISED 


Chicago, March 26.—Admiral 
Corporation, maker of radios and 
major appliances, has set up a 
selling organization of more than 
15,000 franchised dealers, of which 
12,000 will handle its refrigerators 
and freezers and 10,000 will handle 
electric ranges. 

The company’s annual report 
shows that Admiral in the past 
six months has spent more than 
$1,000,000 “in an Admiral dealer 
identification program, the cost 
shared by factory, distributors and 
dealers. Attractive neon signs are 
currently being installed at the 
rate of approximately 250 per 
week. In the very near future, 
over 10,000 Admiral signs, scat- 
tered throughout most towns in 
America, will direct the buying 
public to the stores where Admiral 
radios, appliances and accessories 
can be purchased.” 


Radio Output on Time 


Production of its “dual-temp” 
refrigerators, it is shown, is run- 
ning at about 50% of output 
scheduled, because of the recent 
steel strike. Admiral expects, 
however, to step up production 
rapidly. Output of ranges, origi- 
nally planned for the first quarter 
of ’46, will permit deliveries be- 
ginning late this spring. Radio 
production, advanced by an in- 
vestment of $100,000 in plastic 
molds, “is substantially ahead of 
schedule.” 

Sales by Admiral totaled $30,- 
533,756 last year, compared with 
$40,659,804 in 1944. Net profit last 
year was $711,310, slightly under 
that of 1944. 


British End Ministry 
of Information 

The Ministry of Information in 
London has been dissolved and the 
duty of giving news to the public 
now rests on each individual min- 
istry, with the foreign office taking 
over the whole of the Ministry of 
Information’s “Overseas Services.” 

A central office of information, 
acting in a technical capacity, will 
be entrusted with the circulating 
and publishing of such material. 
“Major broadcasting policy” will 
be in the hands of the Prime Min- 
ister, and the Postmaster General 
will be responsible for the routine 
and technical side. 


Dallas Agency Moves 


Annabel Hoyt, Dallas agency, 
has moved its offices from 103 
Martin St. to 502 Wholesale Mer- 


chants building, Dallas 2. 
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> ” 
. a lected as a result of a direct mail P ubl, 1cCa tf 10n Manger Beaters” Seevice 
dealer § 22d personal interview study by 
. cost @ Census Bureau in order to provide ectereodl 
- and @ @@ta for the commission in deter- This will acknowledge and thank you for youre of the 
ns are mining whether the assignment of ‘ e pocnne doy an aeike: Gcekamean, Mikasa tee, a 
clear channels to powerful stations / tae B.S. 6 6.7; By. Company, The 19 tmamevee 38 
4 be is assuring rural listeners adequate nN wHivies —” ee tent en ee 
uture service of the type they want. Incidentally, we recently received an order from a 
sents To judge by industry reaction to large chemical concern in the East, which came to us 
a i an earlier study of rural listening ‘com dualieea te Gone tek  coae t 
a oad habits, made by the Bureau of ; again express our appreciation of = ae aay | —- 
secteoll Agricultural Economics for clear Note particularly the last paragraph of the a cn Souk tate ti omaennte fume li 
sories  “2nnel hearings (AA, Dec. 10), adjacent letter from Mr. C. E. Rees, Manager, ee ee 
resumption of the discussion on J la C Rented, € 
April 125 will result in detailed ones Motrola Corp., Stamford, Conn. — 
argument among the radio lawyers “ : f large SES GHEEEA OUP. i 
emp” | over the significance of the listen- hei recently arenes an order pro a arg fl : 
run- § ing data. chemical concern in the East, which came in ) ee 
utput Briefly, the Census Bureau direct, as a result of publicity which you gave C. B. Rees -- Manage? . 
‘ecent — that an. average of 3.8 sta- “our speed indicators.” 
pects, ons were available in “sec- 
iction J Mdary” areas, generally inhabited This is the type of inquiry that every manu- 
origi- i nets, Sas ay Sey” aaa fact likes to receive and that is evidence not 
arter | 22 were receivable “without en Tee ee . } 
; be- | trouble.” only of the pulling power of Railway Supply to look into the possibility of including your publication 
Radio Gives ‘Popularity’ Rating News but also its value as a direct selling tool. in our next advertising appropriation.” 
1 in- , ‘ak , , 
lastic | ,, cluded in the compilations are Railway Supply News, aside from now doing a direct That has already been done. Thank you, Mr. Rees. 
id of hae toned Gina ane aie selling inquiry job, is also doing a job for mmansntactucers Jones is now running a year’s schedule of an advertise- 
$30,- | tion for all areas, Census follows still “sold out” or temporarily limited in production due ment a month in Railway Supply News. This is what 
with — hed ee ae to current abnormal conditions. more manufacturers interested in selling railroads are 
ion in each of five geographica i : 
— areas used in the survey, and by Advertising now in Railway Supply News conditions doing. 
Primary and secondary service the railroad market and builds product and brand accept- Plan now to start the first insertion of a regular pro- 
area in each of these geographical ae . . se ‘ 
ance for the > - ; 
areas. . for the future competitive selling days. One adver gram with next month’s issue of Railway Supply News 
Designed to provide representa- tiser told us that he doesn’t want “order inquiries” now You will find it worthwhile to run a campaign in the 
tive information for all parts of in the railroad industry—but he is interested in “in- tabloid railroad product newspaper which has a monthly 
; the country, the survey was based mee * ‘ , ‘ ‘ : , . . ss 
. han on 2,000,000 mail questionnaires quiries”—to build up his own sales and promotional lists. circulation of 25,000 copies to a select list of railroad men. 
ablic forwarded by the Census Bureau His reason is another for advertising in Railway Supply Railway Supply News is published on the same high 
min- | in cooperation with local post- News—NOW . fe : . : hp . 
king | masters. Expecting only a 10% Pa vig standards as its affiliates listed below. It is published 
‘y of | Tesponse—actually there was an But, getting back to Mr. Rees and his letter. At the by a group with forty continuous years of successful 
ces.” | 18% response—Census set up 8,000 end he says, “we are asking our Advertising Department transportation publishing 
tion, | personal interviews to check ’ ‘ 
will § against bias in the mail sample, 
ons and to cover additional detailed ° 
will questions. 
ad cee ailway Su ews 
eral § Whether rural America received 
itine a sufficient choice of stations under 
the clear channel system, Census . Oe 
Snore that only €% of rural 418 S. Market Street, Chicago, Illinois Wabash 2882 
homes heard only one station; that New York Office: 122 E. 42nd Street — Murray Hill 3-5520 
ney, § 15% heard 2; 222% heard 3; 24% San Francisco Office: 640 Mason Street — Douglas 7233 
103. § heard 4 and 15% heard 5. Sail Supply N ls afilieted ‘with Traf 
- ist hi tud also ailway Supply News is affiliated wit raffic 
Mer wae See. Seay ; World, Traffic Bulletin, Daily Traffic World, 


shows that the average voniaceel World Ports, and the College of Advanced Traffic 


(ane — Dac cca oS a 24 
re xs * . a - E 


Census Gets Nod 
from House Unit: 
New Bill Ready 


(Continued from Page 1) 
ice trades, every five years begin- 
ning with a study of this current 
year, to be made in 1947. 

The director would be further 
authorized to make such surveys 
and studies “as are deemed neces- 
sary” to furnish annual and other 
current data ‘on subjects covered 
by the census,” including studies 
covering the location and charac- 
teristics of the population. 


Could Make Other Studies 


Finally, the bureau would be 
authorized and directed to collect 
and publish “at appropriate inter- 
vals” reports relating to marriage, 
annulments, and divorces based on 
data collected from political sub- 
divisions. 


|tee bill from the original measure 
| provides that reply to questions on 
sample studies will be compulsory 
only if the questions conform with 
material included in the five-year 
full report, and_ only after the 
Census Bureau has given at least 
30 days’ notice of its intention to 
make the study. 


Terry, Zelma Bendure 
Join Tracy-Robinson 


Tracy-Robinson, Inc., New York 
public relations firm, has estab- 
lished a new unit in sales training 
and merchandise education in pub- 
lic relations planning, to empha- 
size problems growing out of the 
war. The first project in the pro- 
gram is the development of a sales 
training course for ex-servicemen 
for Autographic Register Com- 
pany, Hoboken. 

Col. Harry W. Terry, formerly 
vice-president of Cramer-Krasselt 
Company, Milwaukee, and Mc- 
Junkin Advertising Company, Chi- 
cago, will be director of sales de- 


Only departure of the commit- 


velopment and will deal with 


manufacturers’ sales expansion 
plans and sales training. Zelma 
Bendure, recently head of the re- 
tail selling division of Fairchild 
Publications, New York, and for- 
merly in charge of merchandise 
education for Good Housekeeping, 
will assist Col. Terry. 


Joins R. J. Reynolds 


Frederic E. Sturmer, recently in 
the Navy, and previously director 
of the merchandising department 
and account executive for William 
Esty & Co., New York, has joined 
R. J. Reynolds Tobacco Company, 
Winston-Salem, N. C., as manager 
of the merchandising section of 
the sales department. 


F oy Joins Grocers Group 


Joseph G. Foy, recently dis- 
charged from the Navy and prior 
to that head of the retail con- 
sumer unit, processed food branch 
of the ration division of OPA, has 
joined the staff of the National 
Association of Retail Grocers, Chi- 
cago, to take charge of research 
and educational activities. 


Heinz Copy Asks 
Help for Starving 
People of Europe 


(Continued from Page 1) 


several concrete suggestions on 
how to save “vitally needed food” 
for the ‘500,000,000 people who 
are hungry.” 

Mr. Heinz is reported to be 
greatly concerned over the prob- 
lem of feeding those who face 
starvation throughout the world, 
and this week’s ad, which ap- 
peared today or will appear to- 
morrow in the 71 papers on the 
list, is only the first of several 
moves, including additional ad- 
vertising, which he plans to make 
to boost food shipments to Europe. 

Further advertising on the 
theme is definitely planned, AA 
was told, but a concrete program 
will not be shaped until next 
week. 


AFTER THE FIRST SHOWI 
The Saturday Evening 
out. With stocks repl 
color advertisement does some sprightly selling 
in a host of magazines and Sunday supplements. 
Advertising for Pyrex Oven Ware, a product of 

is prepared by BBDO, Buffalo. 


Corning Glass Works, 


Mews Pyrex Bowls in the ¢. aS, 
of Spring Flowers 


ore ay “2Se 


oe 
= 


NG of these Pyrex bowls in 
Post, dealer stocks were sold 
enished, this new, full- 


SPAM MENUS offer plenty of appetite appeal—and 
we'll bet Spam—cussin' G.I.s will see it that 


way too pretty soon. 


Above are two easy—to—make 


meals, Spam's current recipes in women's 
and general magazines. BBDO, Minneapolis, 


has served Geo. A. Ho 
15 years. 


rmel & Co. for over 


NEW YORK * BOSTON * BUFFALO 
MINNEAPOLIS * 


* CHICAGO * 
SAN FRANCISCO * HOLLYWOOD * 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


CLEVELAND °* 
LOS ANGELES °* 


PITTSBURGH 
DETROIT 


BEFORE AND AFTER pictures, done photographi- 
cally, and associated prominently with the 


famous Bromo-—Seltzer bottle, 


put the story of 


fast headache relief over quickly in magazines 
and newspapers for Emerson Drug Company . 

the company that has been compounding Bromo— 
Seltzer since 1887. 


Oi = 


KIDS ARE JUMPIN' to "Wild Root," a new tune by 
Woody Herman. Woody's band made a recording of 
"Wild Root" recently and it's selling like 
wildfire. Who knows, it may even sell more 
Wildroot Cream 0il—made by the sponsors of 
Woody Herman's popular Friday evening show on 
ABC stations. Nice tie-in, eh? 


~}at 39 cents. 


Advertising Age, April 1, 1ggmqvertising 


Dr. West Brushes fider C 
Get Toothpaste jo Rep 
as ‘Companion’ CAE 


Chicago, March 28.—Weco Prog New YO 
ucts Company, maker of Dr. Westgfard of 2 
toothbrushes, next month will infrative An 
troduce Dr. West’s Miracle toothjill meet | 
paste. A companion piece for Drfecommend 
West’s Miracle-Tuft toothbrush, jifie” comm 
is a descendant of Weco’s Vrayfrt F. Eld 
dentifrice composed of two depany, cha 
tergents that was sold briefly begrophy, K 
fore the war. dgar Kok 

J. Walter Thompson Companyimg Syster 
which handles the Weco account None of 
informed AA that the new toothfor Berna 
paste will “be advertised in gparton, Di 
forceful and cautious way at tha@an of C 
start.” The campaign will beginfulge sP* 
next month with a two-color, twofor even t 
column ad in Life, making “starteport. 
ling use of color in a delicate way.’ Thre 
Another ad will appear in Life 
in a May issue, and two-colorg Of the | 
full-page ads will be used in Life §-year-ol 
and The Saturday Evening Post inguture, hh 
June. ut, “— 

Not for Combination Sale a 

Miracle toothpaste will not befram rati 
offered by Weco as a combination{nterview 
sale with Miracle-Tuft. Advertisedfrogram 
at 50 cents, it will be fair tradedn other | 
Dealers’ profit will§uch as th 
range from 31.62% to 38.46% pergind 3. D 
brush—profits comparable to those§ The sec 
made on sales of Miracle-Tuft. 0 be recc 

Advertising for the new product§ Whatev 
will stress that it “removes sur-fmay take 
face stains from teeth . . . evenfmembers! 
tobacco stains.” Vray was intro-fripartite 
duced in 1940 as “neither a paste,fAssociati 
a liquid or powder, but an entirely 
new discovery combining the 
cleansing action of a liquid denti- 
frice with the polishing power of 
a paste or powder.” During the 
war the company found a way to 
stabilize the detergents in a pastefRi 
form. 


Gets 40% of Business 


The change in name from Vray 
to Dr. West’s Miracle is expected 
to permit a closer tie-up with the 
highly successful Miracle-Tuft. 
This toothbrush is said to account 
for 60% of sales in the 50-cent 
brush business. In dollar volume, 
Weco brushes account for 40% of 
all toothbrush sales—including the 


huge volume of “seconds” going to P#8°S ™ 
the institutional field. magazin 
Advertising of Dr. West's Je P 
Miracle-Tuft currently includes 13 [¥4t is 
four-color bleed insertions a year [promot 
in Life, SEP and Time, with space — 
in Ladies’ Home Journal as it is Je N 
available, and large-space news- J4SS0Ci@ 
paper ads in many cities. For Dr. J%eme | 
West’s Miracle “25” nylon brush, J’@tion 
insertions are running in Look, jtamur 
True Story and one or two other p™arket 
magazines. Cost 
Weco also plans to reintroduce §&tvati 
special brushes for dental plates, J ™or 
for youths and children. New |%4 bar 
dealer aid material has been pre- 1946 i 
pared, including a large new p4meri 
fluorescent-lighted counter display [47 d 
for the brushes. Ladies 
a a Parent 
Evenit 
Hoffman Beverage Compe 
to Warwick and Legler . Trac 
Hoffman Beverage Company, te 
Newark, has appointed Warwick & §°UPeT 
Legler, New York, to handle its § %thers 
advertising, effective April 1. Hoff- Mee 
man recently was acquired by §emplo 
Pabst Sales Company, Chicago, the § appea 
advertising of which has been fas we 
placed by W&L for several years. In : 
Hoffman, which distributes beer terial 
and soft drinks in the metropoli- ton 
tan area, has been spending up to high ; 
$600,000 annually in radio, news- igh | 
papers, outdoor and point of sale. § %ut tl 
The account formerly was handled 
by Batten, Barton, Durstine & San 
Osborn. 
— ee — 
Allows Agency Discount [;.°; 
Effective April 1, Bakers Digest, has ; 
Chicago, will allow agency com- tions, 
|mission and cash discount. sales 
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hes tlder Committee 
2 Ip Report April 2 


" 
! {CAB Governors 
eco Prog New York, March 28.—The 
Yr. Westoard of governors of the Coop- 
| Will infyative Analysis of Broadcasting 
‘le tooth#ill meet here April 2 to weight 
e for Drfecoommendations of a “live-or- 
brush, jifie’ committee composed of Rob- 
’s Vrayfrt F. Elder, Lever Bros. Com- 
two depany, chairman, Thomas D’A. 
‘iefly beBrophy, Kenyon & Eckhardt, and 
dgar Kobak, Mutual Broadcast- 
vompanying System. 
account§ None of the committee members, 
w toothor Bernard C. Duffy of Batten, 
2d in gBarton, Durstine & Osborn, chair- 
y at thdan of CAB’s board, would di- 
ill beginfulge specific recommendations 
lor, two-hor even the general “drift” of the 
g “startfeport. 
te way,’ 
in Life 
vo-color§ Of the three courses which the 
! in Lifesé-year-old CAB might take in the 
| Post inguture, however, it was pointed 
ut, two would enable it to con- 
Sal inue. The three courses are: 1. 
° ontinue and expand present pro- 
not befram ratings on the coincidental 
binationfnterview method; 2. End CAB 
vertisedfrogram ratings but concentrate 
* tradedfn other aspects of radio research 
fit willfuch as the impact of commercials; 
6% perfnd 3. Disband the service. 
to those The second course is most likely 
Tuft. i) be recommended. 
product# Whatever action the governors 
€s sur-fmay take must be ratified by the 
- @venfmembership. CAB’s board is a 
; intro-fripartite group, representing the 
a paste,ssociation of National Advertis- 
entirelyfrs, American Association of Ad- 
z theertising Agencies, and the four 
| denti-fPoast to coast networks. 
wer off A. W. Lehman, president of 
ing the§CAB, also is managing director of 
way toffhe Advertising Research Founda- 
a pastefion, sponsored jointly by the ANA 
pnd the Four A’s, and now con- 
Hucting studies on newspaper, car 
ard and farm publication reading. 


Three Courses Possible 


n Vray 
(pected s . 
ith thefProtect Vitamins, 


ccountflce Industry Urges 


ccount 
n Record Series 


10-cent 
olume, 
0% of 
ng the} New York, March 29.—Full color 
ring to pases and double pages in national 
magazines with supplementary 
rade publication copy will open 
hat is believed to be the biggest 
promotion for the use of ice. 


West’s 
des 13 


Eisenhower to Be 
ANPA Speaker 


New York, March 28.—General 
of the Army Dwight D. Eisen- 
hower, chief of staff, will address 
the 24th annual dinner of the 
Bureau of Advertising, American 
Newspaper Publishers Association, 
at the Waldorf-Astoria here, April 
25. The dinner, resumed after two 
years, will be the highlight of the 
ANPA convention that week. 
Other dinner speakers will be 
Dr. Karl T. Compton, president of 
Massachusetts Institute of Tech- 
nology and a leader in developing 
atomic energy, and Frederick C. 
Crawford, president of Thompson 
Products, Inc., a former head of 
the National Association of Manu- 
facturers. 

David W. Howe of the Free Press 
of Burlington, Vt., is dinner com- 
mittee chairman. 


GEORGE H. GRIFFITHS 

Montclair, N. J., March 27.— 
George H. Griffiths, 70, president 
and general manager of Hardware 
Age and vice-president and di- 
rector of the Chilton Company, 
publisher of Hardware Age, Iron 
Age and other business papers, 
died today after an illness of sev- 
eral weeks. He had been with 
Chilton Company for 36 years. 

Mr. Griffiths entered the pub- 
lishing field more than 45 years 
ago as a reporter on the Chicago 
Chronicle. Later he left Chicago 
to manage Hardware Age in New 
York. 

As a pioneer in business paper 
publishing Mr. Griffiths was one of 
the best known figures in the field. 


LEO B. BOZELL 

Omaha, March 27.—Leo B. 
Bozell, 59, president of the Bozell 
& Jacobs Advertising Agency, died 
here March 23 of an heart ailment. 


He and Morris E. Jacobs estab- 
lished the advertising agency, 
which has branch offices in In- 
dianapolis, Dallas and Houston, 
Tex., and Shreveport, La. For 
many years the agency specialized 
in public utility matters. 

Prior to forming the agency, Mr. 
Bozell was city editor of the for- 
mer Omaha News. 


OTTO R. ROHR 

Rochester, N. Y., March 26.— 
Otto R. Rohr, 75, former president 
of Stecher-Traung Lithograph 
Corporation, died at his home here 
last week after a short illness. Mr. 
Rohr joined the company in 1905 
as accountant and became presi- 
dent of the company in 1920. He 
remained in that post until 1933 
when the company merged with 
Traung Label & Lithograph Com- 
pany of San Francisco, at which 
time he was made chairman of the 
board. 


Two Join Tatham-Laird 


Florence McKenna, formerly 
copy chief of Goldman & Gross, 
Chicago, and John J. McEnroe, 
previously mail order sales man- 
ager of plumbing and heating 
equipment and before that copy 
chief of Sears, Roebuck & Co., Chi- 
cago, have joined Tatham-Laird, 
Chicago, as copywriters. 


join Gardner Committee 


J. F. Kircher and L. C. Mac- 
Glashan, vice-presidents of Gard- 
ner Advertising Company, St. 
Louis, have been named members 
of the executive committee. 


INGIANAPOLIB 
INDIANA 


BUIL 


po Launched through Donahue & 
s it is $o0e, New York, by the National 
news- JAssociation of Ice Industries, the 
or Dr. Jtheme of the campaign is preser- 
brush, |’ation of vegetable freshness and 
Look, {’itamin content by use of ice in 
other Jmarkets. 

Cost of the campaign is con- 
oduce §Servatively estimated at $750,000 
slates, J" more. It will open this spring 

New §4nd will run continuously during 
1 pre- $1946 in such magazines as The 
new [American Home, Better Homes & 
isplay J2ardens, Good Housekeeping, 
Ladies’ Home Journal, McCall’s, 
Parents’ Magazine, The Saturday 

Evening Post and Woman’s Home 

Companion, 

r Trade publications include Chain 
any. Store Age, Progressive Grocer, 
ick & [Super Market Merchandising and 
le its § others. 

Hoff- Meanwhile, magazine copy will 
i by employ color photographs with 
), the fi appeal to consumer for use of ice 
been fas well as fresh garden vegetables. 
bee In support of the campaign ma- 
poli- terial is being supplied to home 
ip to § &conomics instructors in . both 
ews- §f high schools and colleges through- 
sale. — Sut the country. 

dled —___—_— 

e & | Santry to Kaye-Martin 

Jack Santry, formerly with the 
int Texas Company and Heywood 

Boot & Shoe Company, New York, 
gest, [has joined Kaye-Martin Produc- 
7om- tions, Inc., New York, as eastern 


Sales manager. 


| 


STOVE- 


ce 


DING 


brings dollars 
to the NASHVILLE area! 


Building stoves, heaters and other sheet metal goods adds millions of dollars to 


8 Tennessee's 


The Vo! cl Oh Capital City 


NASHVILLE 


W 


= : - 


TENNESSEE 


AMERICAN and MUTUAL 


ee 


the value of industrial products made in the NASHVILLE area . . . Stove-building is 
only one of the many long-established industries whose hundreds of workers are 
a part of the more than one million people living in the NASHVILLE trade area... . 


Your quality products can share in the more than 350 million dollars spent yearly 


in the retail stores of this area—with a sales message broadcast economically over 


WSIX. 


WSIX gives you all three: 
Market, Coverage, Economy 


5,000 WATTS 


980 KILOCYCLES 


Represented Nationally by 
THE KATZ AGENCY, INC. 


ee een 


EE 


ee ree, 
as 
| IT'S a get 
7.2 —<—— ‘ 
| ‘ = ae 
é ¥, q 
| see 
| FIELD ae 
PO G ———— a 
| ey 
ce OS] — 7 
| | im EHOGUSH 
eS t 
es ? . f oe dh, a eel ae eres Pk Pe ese A a — 
s ee Be yes hin. cee PMO ATE eg LS TT Si i area 
| ii o gy jet oe ee Ee Se ah oot ees ey ‘5 a ee ae : 
we bs: - a i # * ust as a : Pe , < ig ee ae cig - et tides oot e- (ty pee 
a aR ee SMa eh Sake ane a a ea aeas 
« ; i ty e ‘ ae ¥ fer ries ed * a Pete 2 - ee x ran Oe ei <3 a 
te ae he ee Re ity, nes Co Le ei a cue ie Phi e 
ee ie oo. ge s, Tae Sie Mer 4 Me “ae A ; 
eee Fee ey, | a eg ‘ ae aed z ay aia a y : 2 
Bee SS Be 4 Fight hy a im ii A a oe ‘ ia Be Z “aaa ae pee ; : ; ak 
= ee eee a. en Soe oe be Shoe ees See tay, Fat ie 
, a a tee We Se ok es ae 
Q Kpraeye tee? Sat ek rept ce means ae ”" a Br She ens igen Og Bet 
es we . CSS i sag Oana, a : ee ape Resi e POS ty! aie aS: a 
LNG, d Pa 2 des Batty % , ) Lome ee os. TG Ee a ; NS ie a a=. 
ae f. Bi te, Pe Pitig ee yh a tS ays... Me att Px. Gee MR ap. aetna es 
x ss i 5 ae eck te age i | hy i Skt re 
Oe 4 = ae a Z > tn oot “Shae Es te >, 
Beale Ce care 3 we ae 4 eae me hie a Rn aa 
3 RES 8 al . + a ie ae aware 6 ea ge 2 aie 
a . ae; hy ae Pt ee Sh a 3 i 
. . eee A ay aa Ligeti as 
Se sah ‘ * ae RE he an. J Soa z 
iy ae an ee ae ee ‘ f es a a BS 187 mets <4 
ie Rare Ar aS eh 8 i ge wa, fie = : 
cee ae ee ee SNS ‘ con ae " 
age i wat Cage ee - : — a : 
ee es tes S . he. Saas ct — oe i : 
at abe. ew $e ‘ie cs ee : : a : =f . ' - 
Rat 4 os 2 a . a i weg Ff : 
ee 3 - “f ae Nie, é — _ s ° 
Re eth ; Was ag, Z m, . ae ag : 
ee aie 7, aa ia asi ie Bees ye i 
ae ee: Se pa ee i Lg : wile. - Eh, - P Eke a ‘ SE te 
fe he Soar bat ah sae ‘ iy wis s i Tse . er ae 2 
ee a ch ait? ee OE ty 3 iN om i ee * 
. Soe 1 Ses ue ae : A - ey ee aus 
Sea et ee : Ne an) ee ee ae 
NS oe pie - a a « - #es° oes 
i i AR : ie: Pe ? i Pe: eal ° sone 
ie tg Aa ioc N ee, Ml ile F 
‘ May ae rat. $ aes OO -_* al ; 9 
Se es Eg ail i ® ; : 
— . , * Bm eS hee ie, fe #3 ; 
_° QS Si a Kea ay = 
. : * ‘ag + s ies "2G : Re ee F A - Dee £ 
2 i oi. a i. ak oa _ 
oo ; , A oA eS , , : 
: ¢ tN ‘ \ — 
ee { ‘ - 
| i 
ee | 
{ e 
} 
| 
} | - 
| 
| ee | : 
i 
| i 
| Po | : 
’ 
; : ; 
| : 
| Pe | 
| ; 
| i aa 
i 
| 
| “| 
a 
Po i 
A _ j 
| a E - Send = 
3 ——————————— > = — i] "3 
SFr: = 
oe Selzleleli. - - = — 
| . aaa ee 
PE. ’ 
_— | 
FE 
' 
' 
' a 
™ 2 : a s = - 2 a 5 Ke ‘ pre 5 ‘ ' : ‘< : ma 


ee Le aA 


} 


Where industry’s best buyers 


read advertising’s best sellers 


e@ The accompanying headlines from the April issue are selected from the 


best-written, the best-presented, the best-read selling efforts addressed to U.S. 


Management today—the adver- 


tising pages of FORTUNE. 


e A recent survey disclosed that 
96% of FORTUNE’s subscribers 
read the advertising regularly, that 
24.6% regularly read it twice. It’s 
a tribute less to FORTUNE than 


to the nation’s advertisers and 


their agencies. 


e But FORTUNE makes three 


contributions: 


The finest technical facilities 


in U.S. publishing 


An editorial environment 


that assures confidence in 


the advertising 


The responsive interest and 


respect of the greatest indus- 


trial shoppers in the world — 


the readers of FORTUNE. 


FORTUNE 
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For Sale: Backing for new businesses. 


Plant Design Begins With Economics 
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For Sale: Integrated over-all plant design. 


b 


The World of Tomorrow Arrives At 8:15.............00 cece ee eeees American Car & Foundry Co. 26 


For Sale: Tools for railroads, comfort for passengers. 


The Handshake That Saved Over $35,000 A Year 


For Sale: Industrial accounting systems and equipment. 


... But You Can’t Scrub Sugar! 


For Sale: The cleanliness of liquid sugar. 


Even Grandpa Was Convinced 
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For Sale: Fabrics with a 4-generation pedigree. 


Oil For “‘Knitter’s Cramp” 


For Sale: The trouble-shooting qualities of lubricants. 


Physics of Advertising 


For Sale: Pulling power for your advertising appropriation. 


Wings On Your Fingers 


For Sale: Typewriters with adjustable touch. 


Pe i GN IBS 6 «0.6% 63 0 6080 ccs 6 pace cases 


For Sale: New forms and finishes for wood. 


a a 5 ile cg alee 4 web an 


For Sale: Business frontiers in the new Southwest. 
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.Bank of the Manhattan Company 4 { 
Kenyon & Eckhardt, Inc. f 


a The Austin Company 5 
Fuller & Smith & Ross, Inc. 


PLANNIN 
advertisin 


Lennen & Mitchell, Inc. sales pron 


vee National Cash Register Co. 48. 


McCann Erickson, Inc. 


....Refined Syrups & Sugars, Inc. 70 
Fuller & Smith & Ross, Inc. 


NS ee eee See Tee eee eee eee ee Remington Rand 205 inatt, pilo’ 


Chatham Manufacturing Company 80 wit 
The M. H. Hackett Co. : 
ad 
icionenaudeiae Shell Oil Co., Inc. 100 . 
J. Walter Thompson Co. 
TP errr ee Young & Rubicam, Inc. 173 
Young & Rubicam, Inc. 
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Leeford Adv. Agency, Inc. «Ng 
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Advertising Age, April 1, 1946 


CONFERENCE PLANNERS—Donald Sias of Paul Block & Associates, second 
from left, president of the San Francisco chapter of the American Association 
of Newspaper Representatives, talks with his committee about plans for the 
Western Food Editors Conference scheduled for April 29 in San Francisco. 
At left is R. A. Claypool, Williams, Lawrence & Cresmer, and at right of Mr. 
Sias are A. S. Babcock of Jann & Kelley, chairman of the committee, and 
Ted C. Hoffmeyer of Hearst Advertising Service. 


PLANNING FOR SHELL—Looking over plans for Shell Oil Co.'s newspaper 

advertising are, left to right: C. W. Shugert, W. F. Murphy, D. C. Merschner, 

sales promotion and advertising department, and T. C. MacVicar of the Chicago 
Tribune's national advertising staff. 


“CAPEHAR'T 


APPER TAKES TO AIR—Keith Swine- 
Mart, pilot, and an ad salesman of Cap- 
pers Farmer, and Joan Miller, women's 
editor, use the company's plane to 
cover their beats. 


=_— 


{ MEDALS—These are. winners of 
medal awards in the 25th annual na; 
ional exhibition of advertising and edi- 
‘otial art sponsored by the Art Directors 
Chb of New York. (1) Farnsworth, 
Award to Robert Riggs, artist, for maga- 
mM advertising art; (2) CBS, to Harry 
O'Brien, art director, for design of 
complete unit (editorial promotion book- 
let); (3) U. S. Rubber, to Harold D. 
amar, art director, for design of com- 
Pte unit (display poster); (4) The Sat- 
Uday Evening Post, to James R. Bing- 
am, artist, for magazine editorial art; 
5} Hospital scene, to artist David. Stone 
urtin, for art work on promotion book- 
"tt (Federation of Charities); (6) Amer- 
Kin Relief for Holland, to artist Doug- 
* Crockwell, for poster art work, and 
[!) The American Weekly, to artist Paul 
ut, for trade periodical advertising 
art, (Story on Page 39.) 


Gee: ss TONERED, See Meonebire 


INDUSTRIAL SERIES—New Hampshire 
State Planning and Development Com- 
mission's current series in business pa- 
pers was planned to appeal particularly 
to medium size industries, explaining 
why the state's people "take naturally 
to special skills." Charles W. Hoyt Co. 
is the agency. 


AUTO-LITE 


SPARK 


PLUGS 


Cmgemevten 


FEATURES SCREEN BEAUTY—This full- 
color easel-back display is being shown 
by Auto-Lite spark plug dealers this 
month. The unit also plugs the Dick 
Haymes show sponsored by Auto-Lite. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


AT NAB WOMEN'S CONFERENCE—During the 3rd annual conference of the 
NAB women's division, CBS entertained delegates of the net's affiliates at a 
cocktail party. Three Pacific Coast defenders present were Edith Todesca, 
production manager, KNX, Hollywood; Marie Houlihan, publicity director of 
WEEI, Boston, formerly with CBS in San Francisco, and Isabelle Goldthwaite of 
CBS' research department in New York, and formerly with KSFO, San Francisco. 


WELCOME FOR NEW CHEVVIE AD CHIEF—Charles J. French, left, recently 
shifted from Chevrolet Motor Division's war products division to the post of ad 
manager, is congratulated by T. H. Keating, general sales manager of Chevrolet, 
and H. G. Little, executive vice-president of Campbell-Ewald. (Story on Page 67.) 


‘The boy who WALKED 24 miles TO READ 2 BOOK 
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Announcement 


Bitective June 1, 1946, The Chicago TIMES 
will be directly represented by staff members 
in the East and Midwest. ee publishers’ 
representative, Sawyer-Ferguson- Walker 
Company, will continue to service the South 


and Pacific areas. ‘ 


The TIMES will continue the same excellent 
service to its advertisers in the future as it 


has in the past. 


CHICAGO—The Chicago TIMES, 211 West Wacker Dr., Chicago 6, 
ill. *& NEW YORK—The Chicago TIMES, 60 East 42nd St., New York 
17, N. Y¥. *& ATLANTA—Sawyer-Ferguson-Walker Co., 22 Marietta 
Street Building, Atlanta 3, Georgia * SAN FRANCISCO—Sawyer- 
Ferguson-Walker Company, Russ Building, San Francisco 4, California 
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